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ABSTRACT
The purpose of this study was to (a) identify the motivational factor for subscribing to
collegiate athletics‟ social media (b) analyze the effect of subscribing to collegiate athletics‟
online social media on team identification (c) analyze the effect of subscribing to collegiate
athletics‟ online social media on behavior intentions mediated by team identification. The study
also examined the difference across demographic information which can be used for fan
segmentation. By analyzing a total of 146 undergraduate students from University of Arkansas
Recreation and Sport Management classes, this dissertation found the following.
This study verified seven motives for subscribing to school teams‟ social media including
information, diversion, socialization, pass-time, fanship, team support, technical knowledge
through a confirmatory factor analysis (CFA). In addition, a result of multiple regression
indicated that five of seven motives including diversion (β = .210, p < .01), socialization (β
= .220, p < .001), fanship (β = .184, p < .05), team support (β = .139, p <. 05), technical
knowledge (β = .218, p < .001) significantly predicted social media consumption.
According to a result of simple regression, social media consumption significantly
predicted team identification, F(1, 144) = 61.35, p <. 001. Both the linear relationship between
team identification and intention to recommend [F(1, 144) = 120.24, p <.001] and the linear
relationship between team identification and intention to attend the game [F(1, 144) = 210.00, p
<.001] were statistically significant. Furthermore, this dissertation found the mediating effect of
team identification on the relationship between social media consumption and intentions based
on a four step approach (Baron & Kenny, 1986).
These results will expand the growing literature on social media in sport and offer
practical data for marketers to use social media more effectively.
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CHAPTER I
INTRODUCTION
Social media is the internet-based application, which is the technological foundations of
Web 2.0 and allows the user to share the User Generated Content (UGC) including useful
information, pictures, and the video with friends or other users (Kaplan & Haenlein, 2010; Kim,
Leem, Kim & Cheon, 2013).
The SixDegrees.com introduced in 1997 is regarded as the beginning of social media
(Boyd & Ellison, 2007). Though, the popularity of social media has explosively increased from
2003 by the wide spread use of the smart phone (Boyd & Ellison, 2007; Kim et al., 2013).
According to a report from PEW Internet and the American Life Project, 75 percent of
adults use social media (Brenner & Smith, 2013). Particularly, Facebook, YouTube, Google Plus,
and Twitter are one of the most popular social media. The monthly active users of Facebook,
YouTube, Google Plus, and Twitter have reached 1.1 billion, 1 billion, 359 million, and 288
million respectively (GlobalWebIndex, 2013).
The continually increasing number of the people accessing the internet through the
mobile phone by 818.4 million in 2013 (GlobalWebIndex, 2013) suggests that the popularity of
the social media continues to increase.
Meanwhile, social media has several distinctive features, such as “awareness”,
“presence”, “intimacy”, and “engagement”, for organizations and companies to interact with
their customers who also actively use social media for their consumption activity (Mangold &
Faulds, 2009; Crawford, 2009; Shirky, 2011; Hanna, Rohm, & Crittenden, 2011; Nielsen, 2012;
Abeza, & Reid, 2013).
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Nielsen (2012) indicated that about 53 percent of adults follow specific brands on social
media and 60 percent of social media users post the personal reviews of the product.
In this sense, Mangold and Faulds (2009) suggested the importance of Word of Mouth
(WOM) through social media since it affects the potential consumers who did not experience the
product (Mangold & Faulds, 2009). They stated that social media is a hybrid element of the
promotion mix by generating the conversation between consumers and companies directly while
traditional media (e.g., television, radio, or newspapers) provides one-way communication that
allows only companies to speak to their customers.
Abeza and Reid (2013) suggested the effectiveness of social media for organizations such
as “a better knowledge of the consumers”, “advanced customer–organization interaction”,
“effective consumer engagement”, “efficient use of the time and money”, and “quicker
evaluation of the customer–organization relationship status”.
Furthermore, Crawford (2009), Hanna et al. (2011), and Shirky (2011) underlined that
social media increases “accountability”, “intimacy”, “engagement”, “presence” and “awareness”
as well.
On the basis of this increased popularity and the unique features of social media above,
sport organizations have begun to adopt social media for their public relations and marketing
strategy (Williams & Chinn, 2010; Pfanner, 2012; White, Fairfield, Williams, & Bullen, 2012;
Ovide, 2012; Fitzgerald, 2012; NASCAR, 2012).
The London 2012 Summer Olympics was referred to as the “Twitter Olympics” or
“Socialympics” since Twitter signed up for the official narrator of a live event and over 150
million messages about Olympics were generated by users in 16 days (Pfanner, 2012; White et
al., 2012; Ovide, 2012; Fitzgerald, 2012).
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NASCAR established a Twitter hashtag page allowing Twitter to present inside
NASCAR, drivers, and its teams on the race day behind the traditional media (NASCAR, 2012).
The National Basketball Association (NBA) and Ultimate Fighting Championship (UFC)
fully adopt the social media (Martin, 2011). Especially, nearly 95 percent of UFC athletes use
Twitter and they are trained how to use social media by the organization to communicate with
their fans more effectively (Martin, 2011).
Although it has been currently banned by the National Collegiate Athletic Association
(NCAA), some college athletic departments such as Mississippi State University, Texas A&M
University, and Michigan State University painted their Twitter hashtag on the football field
(Huston, 2013). It indicates the growing importance of the social media in sport marketing and
college sport in particular.
Many coaches of college sports use social media to communicate with the fans. They
posted 5 million messages about the games on social media during the NCAA Tournament
(Kuznia, 2013; Hill, 2013). For instance, Les Miles, a football coach at Louisiana State
University, has reached over 100,000 Twitter followers, Brian Kelly, Butch Jones and Mark
Richt also attracted over 50,000 Twitter followers.
Meanwhile, in the sport communication research field, studies of social media have
increased over the past a few years. These studies can be categorized, but not limited to, three
categories:
1. Content analysis (Hambrick, Simmons, Greenhalgh, & Greenwell, 2010; Kassing,
& Sanderson, 2010; Pegoraro, 2010; Hambrick & Mahoney, 2011; Sanderson, &
Hambrick, 2012; Smith, Smith, & Sanderson, 2012).
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2. Social network analysis (Clavio, Burch, Frederick, & Sanderson, 2012; Hambrick,
2012; Hambrick & Sanderson, 2013).
3. Motivation (Clavio & Kian, 2010; Frederick, Lim, Clavio, Walsh, 2012;
Witkemper, Lim, & Waldburger, 2012).
It seems like the greatest number of studies are categorized as content analysis. Therefore,
diverse studies of social media in sport are needed.
Statement of the Problem
Although many previous studies have identified motives for online consumption with
various platforms such as Website (Seo & Green, 2008), message board (Hardin et al., 2012;
Cooper & Southall, 2010), and social media (Witkemper et al., 2012; Frederick et al., 2012;
Clavio & Kian, 2010), there are not enough studies of motives for social media consumption in
collegiate sports specifically. Since the importance of social media in college sports has
increased (Huston, 2013; Kuznia, 2013; Hill, 2013), studies of college sport fans‟ social media
usage are crucial. Furthermore, even if previous studies provided the evidence of relationship
between team identification and media consumption (Gau, James, & Kim, 2009; Smith et al.,
2012), not sufficient studies have conducted the relationship between team identification and
social media consumption in particular. In addition, fan segmentation through the analysis of
demographic information needs to be employed to establish effective marketing strategy.
Purpose of the Study
The study is designed with the intent of accomplishing the following main three
objectives:
1. To identify the motivational factor for subscribing to the collegiate athletics‟
social media.
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2. To analyze the effect of subscribing to the collegiate athletics‟ online social media
on the team identification.
3. To analyze the effect of subscribing to the collegiate athletics‟ online social media
on the behavior intentions mediated by the team identification.
Research Question
RQ1: What motivates students to subscribe to their schools‟ athletic social media?
RQ2: Are there differences across the demographic information?
Research Hypotheses
RH1: Subscribing to social media increases team identification.
RH2: Team identification affects the intention to recommend.
RH3: Team identification affects the intention to attend the game.
RH4: Subscribing to social media increases intention to recommend mediated by team
identification.
RH5: Subscribing to social media increases intention to attend the game mediated by
team identification.
Limitations and Delimitations of the Study
It is important to acknowledge limitations and delimitations of this study. First limitation
was a sampling method. A total of 320 undergraduate students from University of Arkansas
Recreation and Sport Management classes were selected to participate in the survey by using
convenient sampling method. Thus, participants of study were not necessarily required to have
previous experience using social media. Nevertheless, as a prior study (e.g., Witkemper et al.,
2012) analyzed motivations and constrains of social media in sport through a sample without
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prior knowledge about social media, the limitation will not exceedingly interrupt the analysis of
current study.
A second limitation was the online survey method. Because of the nature of online survey,
one participant could take multiple surveys and there is no appropriate method to prevent it. In
spite of this disadvantage, the online survey is frequently and popularly used research method by
a lot of prior studies. Therefore, second limitation will not affect the analysis of this study
inordinately.
The third limitation was the number and diversity of sample. It is advantageous to have
various and large sample number to generalize from a result of study. However, a target sample
for this dissertation was a total 320 undergraduate students only from the University of Arkansas
Recreation and Sport Management classes. Nonetheless, prior studies in sport also had a sample
from one specific university (Witkemper et al., 2012; Gray & Wert‐Gray, 2012). Thus, the last
limitation will not interrupt the analysis of this study.
Definition of Terms
Social Media: Internet based applications that allow user to create and exchange of User
Generated Content (UGC; Kaplan & Haenlein, 2010).
Social Media Consumption: Fans‟ perception of school teams‟ social media consumption.
Higher level of social media consumption is referred to that fans more enjoy and use teams‟
social media.
Motivation: “The driving force within individuals that moves them to take a particular
action” (Evans, Jamal, & Foxall, 2009, p. 6). In this dissertation, motivation is referred to
motives for subscribing to school teams‟ social media.
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Identification: “An orientation of the self in regard to other objects including a person or
group that result in feelings or sentiments of close attachment” (Trail, Anderson, & Fink, 2000, p.
165-166).
Intention: “Intentions are assumed to capture the motivational factors that influence a
behavior; they are indications of how hard people are willing to try, of how much of an effort
they are planning to exert, in order to perform the behavior” (Ajzen, 1991, p. 182).
Intention to recommend: Intention to recommend in this dissertation is referred to
recommendation of attending school teams‟ games, purchasing team licensed product, or
spreading a positive impression of teams to others.
Intention to attend the game: Fans‟ intention to attend the game including in-person
attendance, radio, Internet, or television as well.
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CHAPTER II
REVIEW OF LITERATURE
Social Media
As Sanderson (2011) indicated, “social media are inherently designed to facilitate human
connections” (p. 494), social media helps people to connect and communicate with others on the
online space that are not restricted by spatial and temporal limits.
Kaplan and Haenlein (2010) defined social media as the following:
A group of Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User Generated
Content...when Web 2.0 represents the ideological and technological foundation, User
Generated Content (UGC) can be seen as the sum of all way in which people make use of
Social Media (p. 61).
Moreover, Boyd and Ellison (2007) explained:
Allow individuals to (1) construct a public or semi-public profile within a bounded
system, (2) articulate a list of other users with whom they share a connection, and (3)
view and traverse their list of connections and those made by others within the system (p.
211).
Based on Kaplan and Haenlin (2010), the social media was originally created in the
1950s. However, the popularity of the social media such as MySpace (2003), Facebook (2004),
and Twitter (2006) has explosively increased from 2003 by the wide spread of internet access
and the smart phone (Boyd & Ellison, 2007; Kaplan & Haenlin, 2010; Kim et al., 2013) and
Table 1 present the number of the social media by launched year.
Facebook, YouTube, Google Plus, and Twitter are one of the most popular social media
by the monthly active users (GlobalWebIndex, 2013). Facebook, created in 2004, allows users to
develop the social relationship with the other users and join the group that has the common
interests based on the profile (Ellison, Steinfield, & Lampe, 2007). Currently, the user groups of
Facebook have expanded from individuals to organizations and companies.
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Table 1
Number of Social Media by Launched Year
Date
Name of Social Media
N
1995
Classmates.com
1
1996
Bolt.com
1
1997
CaringBridge, AsianAvenue
2
1998
Xanga, Care2, Open Diary, Fotki
4
Cyworld, BlackPlanet, LiveJournal, Kiwibox,VampireFreaks.com, HR.com,
1999
7
Advogato
Habbo, Mixi, Friends Reunited, deviantART, Trombi.com, LunarStorm, IRC2000
Galleria, Hospitality Club, Faceparty, dol2day, MouthShut.com, Playahead,
14
Playlist.com, WorldFriends
2001
StumbleUpon, My Opera, Partyflock, CozyCot, Athlinks, Frühstückstreff,
10
Decayenne, Meetup.com, OneWorldTV, Wasabi
2002
Friendster, MyLife, Last.fm, Skyrock, Fotolog, Plaxo, iWiW, Ryze,
12
Travellerspoint, FilmAffinity, Elftown, Hub Culture
LinkedIn, Myspace, hi5, Netlog, MyHeritage, Gaia Online, WAYN, Multiply,
2003
Delicious, XING, itsmy, CouchSurfing, Nexopia, DontStayIn, LifeKnot,
18
MEETin, OUTeverywhere, tribe.net
2004 Facebook, Windows Live Spaces, Tagged, Orkut, Viadeo, Hyves, Draugiem.lv,
14
Grono.net, Zoo.gr, aSmallWorld, Taringa!, Cloob, Faces.com, Yelp.
Qzone, Bebo, douban, myYearbook, StudiVZ, Renren, Buzznet, MocoSpace,
2005
Stickam, TravBuddy.com, Focus.com, Gather.com, Biip.no, LibraryThing,
17
Blogster, MOG, Ning
Twitter, VKontakte, Badoo, Odnoklassniki, Nasza-klasa.pl, Tuenti, CafeMom,
2006 ReverbNation.com, italki.com, GamerDNA, MyAnimeList, MyChurch, Muxlim,
26
aNobii, Crunchyroll, Eons.com, Goodreads, Jaiku, Listography, Nettby,
OneClimate, Shelfari, Vox, Wattpad, WebBiographies, Wer-kennt-wen
Flixster, Flickr, Sonico.com, Geni.com, Livemocha, weRead, ibibo, Cellufun,
BigAdda, fubar, Ravelry, SocialVibe, Indaba Music, JammerDirect.com,
2007
Wakoopa, Zooppa, WiserEarth, kaioo, NGO Post, Cake Financial,
34
DailyStrength, Disaboom, Epernicus, Experience Project, FledgeWing,
InterNations, LinkExpats, mobikade, Pingsta, Quechup, SciSpace.net,
TeachStreet, Tumblr, Virb
Social Life, FetLife, Cross.tv, ResearchGate, Identi.ca, Academia.edu, MUBI,
2008 Gays.com, Avatars United, GovLoop, Kaixin001, Lafango, MeettheBoss, Plurk,
23
Present.ly, Raptr, ScienceStage, TalentTrove, Talkbiznow, Taltopia, Xt3,
Yammer, Youmeo
2009
Foursquare, Hotlist, DailyBooth, Exploroo, gogoyoko, Qapacity,
8
ShareTheMusic, WeOurFamily
2010 WeeWorld, folkdirect, Goodwizz, Audimated.com, Federated Media's BigTent,
9
Blauk, FitFinder, Google Buzz, Passportstamp
Note. From “Evolution of online social networks: A conceptual framework” by Kim, Leem,
Kim & Cheon, 2013, Asian Social Science, 9(4), p. 209.
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Since 2006, Facebook has provided the community for commercial organizations and 15
million businesses, companies, and organizations have a Facebook page as of 2013 (Smith, 2006;
Koetsier, 2013). This number indicates the increased importance of social media for marketing
strategy and public relations in organizations. According to the survey from about 800 avid fans
in five sports leagues such as college basketball, college football, Major League Baseball (MLB),
National Football League (NFL), and NBA, the Facebook was the most popular social media for
fans to follow their teams with “usage rates ranging from 74 percent by college basketball fans to
86 percent for NFL fans” (Broughton, 2011, p. 9).
Pronschinske, Groza, and Walker (2012) analyzed sport organizations‟ official Facebook
pages including NFL, NBA, National Hockey League (NHL), and MLB. By analyzing total 122
Facebook pages, they found that authenticity and user engagement had the greatest impact on
fans‟ social media participation. In their study, authenticity was decided by the following: “(1)
username and any login information on the welcome page, (2) official page statement, (3)
official logo and copyright statements, and (4) a statement that the site is monitored with security
measure descriptions” (Pronschinske et al., 2012, p. 226). They decided engagement by:
(1) listing of team events, (2) discussion board, (3) wall used for dialogue between the
organization and fans, (4) creation of other applications (e.g., ticket and merchandise
sales portals), (5) presence of an official email, and (6) and other relevant contact
information. (p. 226)
YouTube “provides a forum for people to connect, inform, and inspire others across the
globe and acts as a distribution platform for original content creators and advertisers large and
small” (YouTube, 2014). Therefore, it is the video-sharing application that develops social
relationships through viewing and sharing videos (Lange, 2007). Although YouTube focuses on
the video sharing, it also provides users with a personal profile page „„channel page‟‟ and
„„friend‟‟ option (Lange, 2007). Many companies adopt the YouTube, 98 of top 100 advertisers
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have run campaigns on YouTube. YouTube has made a video content agreement or advertising
partnerships with several companies including Columbia Broadcasting System, National
Broadcasting Company, Universal Music group, Sony BMG Music Entertainment Group, and
NHL (Pruitt, 2006).
Google Plus, introduced in July 2011, offers a platform for sharing ideas and information.
The unique features of Google Plus are the circles, hangout, and huddle that are advantageous for
the group project. Circles are contacts allowing the user to group through different criteria (e.g.
interests, business, family, and friends). Hangouts can be used as an instant video conferencing
tool and huddle offers group chat (Lewis 2011; Moran 2011; Smith 2011).
Twitter allows users to post a message, which is called a “tweet”. Each Tweet is limited
to 140 or fewer Characters. Even if Twitter is defined as a “microblog”, it has more similar
functions to text messaging that encourages the two-way communication (Hambrick, &
Sanderson, 2013). By choosing “follow”, users can read and subscribe to the tweets from other
users (Hambrick, & Sanderson, 2013). One unique feature of Twitter is that “following” and
“follower” are separated. Therefore, even if the user chooses “follow” the other users; they are
not mutual friend unless the other users “follow” back.
Recently, in the sport communication research filed in particular, Twitter has been
frequently adopted to examine the social media usage in sport based on its interactivity and
brevity (Hambrick et al., 2010; Kassing & Sanderson, 2010; Pegoraro, 2010; Hambrick &
Mahoney, 2011; Sanderson & Hambrick, 2012; Clavio et al., 2012; Hambrick, 2012; Hambrick
& Sanderson, 2013).
Hambrick et al. (2010) examined the Twitter usage among professional athletes. They
organized a total of 1,962 messages from 101 athletes into six categories including
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“interactivity”, “diversion”, “information sharing”, “content”, “promotional”, and “fanship”. The
greatest number of messages was interactivity (34%) that indicated the athletes mainly use
Twitter to communicate with fans or other users. In addition, most of the interactivity messages
were on non-sports-related topics. The fewest messages were promotional (5%). They suggested
the following:
Professional athletes and sports organizations using Twitter as part of their marketing
strategy may need to consider the type of information transmitted via the online social
network to ensure that their messages are appropriate for their target audience. Future
studies can examine sports organizations, specifically their online social-media strategies
and the effectiveness of these strategies, in greater detail (p. 468).
Kassing and Sanderson (2010) explored how athletes use Twitter and how they interact
with their fans. They analyzed a total of 744 Twitter messages from 13 American and Englishspeaking riders during the cycling's Tour of Italy. They identified three themes such as “sharing
commentary and opinions”, “fostering interactivity”, and “cultivating insider perspectives”. They
emphasized that:
Twitter clearly enhances fans‟ access to athletes as well as Sports organizations will
continue to struggle with governing this alluring new medium, athletes will continue to
expand their use of the technology, and fans will continue to follow those athletes with
unprecedented access (p. 126).
Pegoraro (2010) analyzed total 1,193 messages from 49 athletes in different sports such
as NBA, Tennis, Golf, MLB, NFL, Motor sports, Soccer, and etc. Pegoraro identified six
categories of the message including “relating to personal life”, “relating to business life”,
“relating to their sport”, “other sport or athlete”, “responding to fans”, and “pop culture or
landmark”. He also found that the total number of messages posted by NFL athletes was
significantly greater than the number of the messages posted by athletes in all other sports. About
12 percent of the messages contained hyperlinks or pictures and only about 2 percent of the
messages were retweets, which were originally created by other users.
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Hambrick and Mahoney (2011) conducted a content analysis focusing on two famous
athletes‟ Twitter including Lance Armstrong and Serena Williams. They categorized messages
into 7 categories such as “interactivity”, “diversion”, “content”, “promotional”, “information
sharing”, and “fanship”. For both athletes, interactivity showed the largest portion. In the subcategories of the promotion, messages about product showed largest portion.
Sanderson and Hambrick (2012) analyzed the 1,652 Twitter messages from a total of 151
sport journalists. They focused on the specific issue of the sexually abusing behavior by football
coach Jerry Sandusky from Penn State University, to see how journalists use the social media.
They identified five ways of Twitter usage by sports journalists including “offering commentary”,
“ breaking news”, “ interactivity”, “ linking to content”, and “ promotion”. They suggested that
journalists use the Twitter to spread and talk about the stories relating to the sport issue. Twitter
undermined the professional and personal boundaries of journalists.
Clavio and his colleagues (2012) analyzed college football social networks through
Twitter. They applied system theory, which consists of input, transformation, and output
components. They focused on the big ten football team‟s hashtag page on Twitter. One hundred
thirty nine network members were identified through the hashtag page. To see the interaction
between network members, they analyzed the retweet pattern, similar term to forwarding in
email (Hansen, Shneiderman, & Smith, 2010). They found that only 21.5% of the members
interacted with each other. Fans tended to communicate with only fans, and there was not
enough direct feedback from the official Twitters. Traditional media account concentrated on
interacting with other media accounts. Non-traditional media accounts‟ users engaged more
interactivity than users from traditional media account. They noted the importance of the
network on social media as:
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The image of the sport organization that the network focuses on is being affected by the
activities of the network. It is important for sport organizations to understand the various
aspects of these networks, for a variety of reasons. In terms of understanding users, sport
organizations need to know who is actively talking about the team and its stakeholders
and what the nature of these users is. (p. 534)
Hambrick (2012) explored how sporting event organizers and users spread information
through developing social network on social media. The study examined two bicycle race
organizers using Twitter. Using social network analysis, Hambrick (2012) mapped the spread of
information through following and follower relationships. The results revealed that the race
organizers mainly used their Twitter to distribute informational and promotional messages.
Typically popular Twitter users followed the race organizers early and helped organizers to
spread information through their respective followers. Sporting event organizers can leverage
Twitter and influential users to share information about and promote their events.
Hambrick and Sanderson (2013) analyzed the social network that was developed by
sports journalists and used the number of followers to identify influential members on Twitter.
The results suggested a few influential members took an important role to draw the issue from
offline world and spread it to peers. Hambrick and Sanderson (2013) suggested that “Twitter is
an essential domain for sports journalists to occupy when reporting sports stories. Further as
sports journalists gain prominence in Twitter networks, they gain exposure to large audiences,
thereby obtaining a prime agenda-setting position” (p. 1).
As details above, social media has become crucial and effective communication method
that links among athletes, fans, and sport organizations. Moreover, there are still unexamined
research field of social media in sport. Thus, further research is needed. Especially, identifying
motivational factors for subscribing to social media can be the first step for subsequent research.
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Online Consumption Motivation
Motivation is defined as “the driving force within individuals that moves them to take a
particular action” (Evans, Jamal, & Foxall, 2009, p. 6) or “an internal force that directs behavior
toward the fulfillment of needs” (Shank, 2002, p. 157).
Due to the fact that online consumption is occurred on a cyber space, the Internet, online
consumption motivation is dissimilar to spectators and participants motivation. Therefore,
different theoretical frame work from spectators and participants motivation has been used for
online consumption. Particularity, the use and gratifications theory has been adopted by prior
studies in sport to identify the online consumption motivation (Hur, Ko, & Valacich, 2007;
Clavio & Kian, 2010; Hardin, Koo, Ruihley, Dittmore, & McGreevey, 2012; Frederick, Clavio,
Burch, & Zimmerman, 2012).
Uses and Gratification
The uses and gratification tries to explore why people use the media based on underlying
theory that consumers use the media to satisfy their specific needs and gratifications (Katz,
Blumler, & Gurevitch, 1974). The uses and gratification can be thought as “mediating concepts
that influence the selection of medium content, amount, and motivation of medium use, and
possible outcomes of the media experience” (Papacharissi, 2009, p. 139).
Palmgreen & Rayburn (1985) noted that “gratifications sought from media experience
are a function of both the beliefs (expectations) that audience members hold about media sources
and the affective evaluations they attach to media attributes” (p. 63).
Papacharissi (2009) stated that most of the prior studies about uses and gratifications
concentrated on “motives, social and psychological antecedents, and cognitive, attitudinal, or
behavioral outcomes” (p.139).
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Website Consumption
Hur et al.‟s (2007) studied one of the earliest researches to study online consumption
motivation in sport. They developed the Scale of Motivation for Online Sport Consumption
(SMOS) with 5 motivational factors including “convenience”, “information”, “diversion”,
“socialization”, and “economic motive”. They focused on sport online consumption, which is
sport-related information and sport-related products in general rather than focusing on a specific
website.
Seo and Green (2008) developed the Motivation Scale for Sport Online Consumption
(MSSOC), which consists of factors such as “information”, “entertainment”, “interpersonal
communication”, “escape”, “pass-time”, “fanship”, “team support”, “fan expression”,
“economic”, and “technical knowledge”. Seo and Green focused on users of professional sport
teams‟ Web sites. Interpersonal communication was the unique motivational factor compared to
Hur et al.‟s (2007) study.
Cooper and Southall (2010) examined the motivational preference of online consumers
related to nonrevenue sport teams. They analyzed 451 users from two national wrestling message
boards and found 8 motivational factors affecting online consumption, which were “individual
matchups”, “achievement”, “wrestling loyalist”, “individual wrestler affiliation”, “team
affiliation”, “social”, “entertainment”, and “learning opportunity”.
Hardin et al. (2012) examined the motivational factors of online consumers. They
analyzed 499 subscribers from a network web-site of media professionals. Hardin and his
colleagues found that the team support, information pursuit, diversion, and interactivity had a
significant influence on media use directly or mediated by perceived value. However, diversion
did not affect media use.
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Social Media Consumption
Clavio and Kian (2010) found three motivational factors including “organic fandom”,
“functional fandom”, and “interaction” by analyzing the Twitter followers from retired female
athletes. Organic fandom consisted of the intrinsic motivations “such as perceived entertainment
value of the athlete, viewing the athlete as a role model, and having followed the athlete‟s career”
(Clavio & Kian, 2010, p. 493). The functional fandom mainly related to impersonal motivations,
which are purchasing the athletes‟ products, looking for business-related advantage, finding the
athlete physically attractive. Interaction is about enjoying the communication with athlete and
other fans.
Frederick et al. (2012) identified the motivational factors for following the athletes‟
social media focusing on Twitter and Facebook. They developed the items for the motivation
based on Parasocial Interaction (PSI) activating the social interaction between the users and the
media that “seeking guidance from media personae, seeing media personalities as friends,
imagining being part of a favorite program‟s social world, and desiring to meet media performers”
(Rubin, Perse, & Powell, 1985, p. 156–157).
They found four motivational factors including “newsgroup”, “modeling”, “engaged
interest”, and “media use”. The factor “newsgroup” is about the information gathering with the
items such as “I get information on what this athlete is doing that I can‟t get elsewhere”
(Frederick et al., 2012, p. 494). The “modeling” factor focuses on the business purpose and
seeing athletes as a role model. The factor “engaged interest” measures sharing interest and the
factor “media use” is designated to measure the interactivity and the daily life of the athletes.
Witkemper et al. (2012) studied sport fan motivation and constraint for using social
media focusing on Twitter. By analyzing a total of 1,124 students from business school class and
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sport management courses, they identified four motivational factors (e.g., information,
entertainment, pass-time, and fanship) and four constrain factors including “economic”, “skill”,
“accessibility”, and “social”. However, participants were not required to have previous
knowledge of Twitter prior to the study.
Summary of Motivation for Online Consumption
Through the different online consumption platforms such as Website, message board, and
social media, diverse motivational factors was identified. This study categorized various
motivational factors based on its definition and similarities (See table 2). The greatest number of
motivational factors can be categorized into “interpersonal communication”, “socialization”, or
similar term to that is explained as “sport consumers‟ desire to develop and maintain human
relationships through the Internet by sharing experience and knowledge with others who have
similar interests” or “motive to share experience and knowledge with other fans in terms of
sports” (Hur et al., 2007, p. 525; Seo & Green, 2008, p. 86).
Neatly, “diversion” or “escape” and “information pursuit” were the frequently identified
on online consumption (Hur et al., 2007; Seo & Green, 2008; Witkemper et al., 2012; Hardin et
al., 2012; Frederick et al., 2012).
Although many prior studies already identified motivational factor for online
consumption with various platforms, there are not enough studies of motives for subscribing to
collegiate athletics‟ social media in particular. Therefore, the following research question was
established:
RQ1: On what motivations, do fans subscribe to collegiate athletics‟ social media?
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Table 2
Summary of Motivational Factors of Online Consumption
Motivational Factors
Definition
Information (Hur et al., 2007; Seo & Green,
“Motive to get large volume of sport
2008; Witkemper et al., 2012), information
information and to learn about things
pursuit (Hardin et al., 2012), and newsgroup
happening in the sport world” (Seo & Green,
(Frederick et al., 2012)
2008, p. 86).
“Sport consumers‟ desire to escape day-toDiversion (Hur et al., 2007; Hardin et al.,
day boredom and stress, thus seeking
2012), escape (Seo & Green, 2008), and
pleasure, fun, or enjoyment via the Internet”
entertainment (Seo & Green, 2008;
(Hur et al., 2007, p. 525) or “motive to enjoy
Witkemper et al., 2012; Cooper & Southall,
sports and to have fun through use of teams‟
2010)
Web sites” (Seo & Green, 2008, p. 86).
Socialization (Hur et al., 2007), social
“Sport consumers‟ desire to develop and
(Cooper & Southall, 2010), engaged interest
maintain human relationships through the
(Frederick et al., 2012), fan expression (Seo
Internet by sharing experience and knowledge
& Green, 2008), interpersonal
with others who have similar interests”(Hur et
communication, (Seo & Green, 2008),
al., 2007, p. 525) or “motive to share
interaction (Clavio & Kian, 2010),
experience and knowledge with other fans in
interactivity (Hardin et al., 2012), and media
terms of sports” (Seo & Green, 2008, p. 86).
use (Frederick et al., 2012)
Economic motive (Hur et al., 2007),
economic (Seo & Green, 2008), modeling
“Motive to get promotional incentives that a
(Frederick et al., 2012), and functional
team provides” (Seo & Green, 2008, p. 86).
fandom (Clavio & Kian, 2010)
“Motive to spend free time and to pass the
Pass-time (Seo & Green, 2008; Witkemper et
time away through use of teams‟ Web sites”
al., 2012)
(Seo & Green, 2008, p. 86).
“Motive to show support for favorite team
Fanship (Seo & Green, 2008; Witkemper et
through use of teams‟ Web sites” (Seo &
al., 2012), achievement(Cooper & Southall,
Green, 2008, p. 86). Following athlete‟
2010), organic fandom (Clavio & Kian,
achievements (Cooper & Southall, 2010) or
2010), individual wrestler affiliation (Cooper
“viewing the athlete as a role model, and
& Southall, 2010), and individual matchups
having followed the athlete‟s career” (Clavio
(Cooper & Southall, 2010)
& Kian, 2010, p. 493).
Team support, (Seo & Green, 2008; Hardin et
“Motive to show support for favorite team
al., 2012), team affiliation (Cooper &
through use of teams‟ Web sites” (Seo &
Southall, 2010), and wrestling loyalist
Green, 2008, p. 86).
(Cooper & Southall, 2010)
“Motive to learn more specific knowledge of
Technical knowledge (Seo & Green, 2008),
rules and skills Web sites offer” or motive to
and learning opportunity (Cooper & Southall,
learn strategies and techniques from the
2010)
athlete (Cooper & Southall, 2010).
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Team Identification
Trail et al. (2000) defined identification as “an orientation of the self in regard to other
objects including a person or group that result in feelings or sentiments of close attachment” (p.
165-166). In this sense, team identification can be explained as the psychological link between
fans and sports team by extension of one‟s identity into sports team (Wann & Branscombe, 1993,
Trail et al., 2000; Trail, Fink, & Anderson, 2003). Through the identification, “group members
are motivated to contribute to the group‟s success because this increases feelings of pride and
respect” (Van, Wagner, Stellmacher, & Christ, 2004, p.174).
Theodorakis, Koustelios, Robinson, and Barlas, (2009) suggested that terms such as
“team loyalty” (Wakeﬁeld & Sloan, 1995), “fan identiﬁcation” (Sutton, McDonald, Milne, &
Cimperman, 1997), and “psychological attachment” (Kwon & Armstrong, 2004) are regarded as
interchangeable terms with team identification.
Based on prior researches, team identification was emerged from the social identity
theory (Wann & Branscombe, 1990; Murrell & Dietz, 1992; Madrigal, 2000) and this social
identity theory (Tajfel & Turner, 1979) is grounded on intergroup behavior (Tajfel, 1974).
Tajfel and Turner (1979) explained the social identity theory as that individual will
develop and maintain a positive social identity when in group value is higher than out-group
value. Similarly, Tajfel (1982) explained “group” and “group identification” as:
A “group” can be defined as such on the basis of criteria which are either external or
internal. External criteria are the “outside” designations such as bank clerks, hospital
patients, members of a trades union, etc. Internal criteria are those of “group
identification.” In order to achieve the stage of “identification,” two components are
necessary, and one is frequently associated with them. The two necessary components are:
a cognitive one, in the sense of awareness of membership and an evaluative one, in the
sense that this awareness is related to some value connotations. The third component
consists of an emotional investment in the awareness and evaluations. (p. 2)
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As Tajfel (1982) mentioned above, “awareness of membership” is related to process of
“group identification”. Kenyon (1969) and Funk and James (2001) stated that awareness can be
activated by socialization processes such as friends, family, and media and team awareness is
related to social situational factors such as “desire to belong”.

Figure 1. The psychological continuum model (PCM). Adapted from “The psychological
continuum model: A conceptual framework for understanding an individual‟s psychological
connection to sport,” by Funk and James, 2001, Sport Management Review, 4(2), 122.
Funk and James (2001) suggested the team awareness is the first step to “allegiance” that
“an individual has become a loyal (or committed) fan of the sport or team. Allegiance results in
influential attitudes that produce consistent and durable behavior” (p. 121). They suggested the
Psychological Continuum Model (PCM; see Figure 1) that a framework of “individual‟s
movement from initial awareness of a sport or team to eventual allegiance” (p. 119). Therefore,
by extending the detail above, team awareness can develop sport fans‟ identification to the team.
Cialdini, Borden, Thorne, Walker, Freeman, and Sloan (1976) examined three
experimental studies of college football BIRG (Basking in Reflected Glory) and found that fans
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are sensitive about team‟s winning. In detail, students more tend to wear team‟s apparel after the
team wins then team loses and “students used the pronoun we more when describing a victory
than a non-victory of their school‟s football team” (p. 366). They explained this phenomenon as
that BIRG is affected by either fans‟ self-esteem (intrapersonal mediator) or others‟ esteem
(interpersonal mediator). Thus, students identified the team‟s winning as personal successes even
if it is not actually related to them.
On the contrary to BIRG, Wann and Branscombe (1990) suggested Cut Off Reflected
Failure (CORF) that the individual‟s tendency of keeping the distance themselves away from
unsuccessful others to maintain their self-esteem. They hypothesized fans‟ level of identification
moderates their BIRG and CORF and they found a result supporting hypotheses:
In support of the hypotheses, higher fan identification resulted in increased tendencies to
BIRO and decreased tendencies to CORP. In contrast, persons moderate or low in
identification were less likely to BIRO and showed an increased likelihood to CORP. (p.
103)
Prior studies established the scale of team identification for sport spectators in particular
(Wann & Branscombe, 1993; Wann, 2002; Dimmock & Grove, 2006).
Wann and Branscombe (1993) developed one of earliest team identification scales called
the Sport Spectator Identification Scale (SSIS), designed to measure “individual allegiance or
identification with a sports team” (Wann & Branscombe, 1993, p. 3). The SSIS consists of 7
items with 8-point Likert-scale (Wann & Branscombe, 1993).
Wann (2002) developed Sport Fandom Questionnaire (SFQ), the identification scale for
general sport fans rather than fans who are identified with specific teams or athletes. SFQ
consists of five-items, self-report questionnaire. Additionally, he found female indicated
continuously lower level of SFQ than males.
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Dimmock and Grove (2006) developed the Team Identification Scale (TIS) consisting of
three dimensions of team identification such as “cognitive-affective”, “personal evaluative”, and
“perceived other evaluative”. They suggested “fans who feel that their identity is threatened (or
enhanced) are likely to experience emotions that could lead to a loss of behavioral control”
(Dimmock & Grove, 2005, p.43).
Team Identification and Consumer Behavior
Wann and Branscombe (1990) suggested that attendance in the sport event is affected by
the level of identification. Sutton et al. (1997) explained fan identification as “the personal
commitment and emotional involvement customers have with a sport organization” (p. 15) and
found that highly identified fans were less affected by the team performance to support the team.
On the other hand, low identified fans fluctuate more and likely are changed by a game result.
Similarly, Wann, Melnick, Russell, and Pease (2001) found that the psychological attachment
cannot be changed easily by game results.
Hunt et al. (1999) found that “fanatical” supporters spend more money to buy sports
team‟s merchandise to cement their identity toward the team. Low identified fans fluctuate more
and likely are changed by games that result in highly identified fans.
Bodet and Bernache‐Assollant (2011) examined the relationship among consumer loyalty,
satisfaction, and team identification. By analyzing a total of 395 spectators from French ice
hockey, they found the mediating effect of team identification on the relationship between
consumer satisfaction and attitudinal loyalty.
Kwon and Armstrong (2002) conducted a study of factors contributing to the impulse
purchases of sport team licensed merchandise by analyzing 145 students. They included
antecedents such as shopping enjoyment, team identification, time availability, and money

24
availability. The results showed that “the only significant antecedent to impulse buying of sport
team licensed merchandise was the students‟ identification with the university‟s sport team” (p.
151).
Team Identification and Media Consumption
Based on Funk and James‟s (2001) Psychological Continuum Model (PCM; see Figure 1),
team awareness activates the process to reach allegiance that is “an individual has become a
loyal (or committed) fan of the sport or team” (p. 121). Thus, increasing team awareness through
team‟s social media might develop the allegiance as well. There is another evidence of
relationship between media consumption and team identification according to prior studies (Gau,
James, & Kim, 2009; Smith et al., 2012).
Gau et al. (2009) analyzed a total of 750 spectators from three baseball and three softball
games. They found that high team identification group was more affected by “self-definitive
motives” than entertainment, social interaction, and family while low team identification group
was more affected by entertainment and social interaction, and family than “self-definitive
motives”. Furthermore, high team identification group indicated higher levels of media
consumption through the print, television, and Internet (e.g., Website) and merchandise
consumption than low team identification group.
Smith et al.‟s (2012) study provides a theoretical framework of the effect of social media
consumption on team identification in particular. They adopted the social identity theory to
understand how fans engage on Twitter focusing on the hashtag “#CWS” usage during the 2012
College World Series Final. Generally, Hashtag is used “to create and follow a thread of
discussion by prefixing a word with a „#‟ character” (Kwak, Lee, Park, & Moon, 2010, p. 2).
Smith and his colleagues captured and analyzed about 9,600 messages containing hashtag
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“#CWS” and identified five categories of hashtag usages by fans such as “hashtags”, “calling the
game”, “cheering and encouragement”, “celebration”, and “jeers”. Smith et al.‟s (2012) also
found that “hashtags can be seen as a way for fans to identify with teams” (p. 551) and fans‟
hashtag usages that they identified “fall in line with the tenets and concepts of social-identity
theory and team identification” (p. 550).
Based on prior studies above (Funk & James, 2001; Gau et al., 2009; Smith et al., 2012),
fans‟ social media usage can affect team identification by obtaining the team-related information
and developing the social identity. Therefore, the following research hypothesis was established:
RH1: Subscribing to social media increases team identification.
Intention
Intention is regarded as a reliable predictor of actual behavior (Grewal, Krishnan, Baker,
& Robin, 1998; Kwon et al., 2007):
Intentions are assumed to capture the motivational factors that influence a behavior; they
are indications of how hard people are willing to try, of how much of an effort they are
planning to exert, in order to perform the behavior. As a general rule, the stronger the
intention to engage in a behavior, the more likely should be its performance. It should be
clear, however, that a behavioral intention can find expression in behavior only if the
behavior in question is under volitional control, i.e., if the person can decide at will to
perform or not perform the behavior. (Ajzen, 1991, p. 182)
Two most popularly used theories to explain and examine the intention are Theory of
Reasoned Action (TRA) and Theory of Planned Behavior (TPB; Fishbein & Ajzen, 1975; Ajzen
& Fishbein, 1980; Ajzen, 1988; Ajzen, 1991).
TRA suggests that behavioral intention can be predicted by “attitude towards the
behavior” and “subjective norm” (Ajzen & Fishbein, 1980; Ajzen, 1988) that can be explained as
“a learned predisposition to respond in a consistently favorable or unfavorable manner with
respect to a given object” (Fishbein & Ajzen, 1975, p. 6) and “the person‟s perception that most
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people who are important to him think he should or should not perform the behavior in question”
respectively (Fishbein and Ajzen 1975, p. 302).

Figure 2. Theory of planned behavior. Adapted from “The theory of planned behavior,” by
Ajzen, 1991, Organizational behavior and human decision processes, 50(2), 182.
In a subsequent study of intentions by Ajzen (1991), “perceived behavioral control” that
is defined as “judgments of how well one can execute courses of action required to deal with
prospective situations” (Bandura, 1982, p. 122) was added on TRA to explain intentions more
accurately. This model is called TPB that is developed from TRA (Ajzen, 1991). In other word,
in TPB (see Figure 2), behavioral intention is predicted by three different factors such as
“attitudes toward the behavior”, “subjective norms”, and “perceived behavioral control” and
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these behavioral intention and “perceived behavioral control” have an influence on actual
behavior collectively (Ajzen, 1991).
Intention and Team Identification
There are prior studies identifying direct or indirect effect of the team identification on
intention (Kwon et al., 2007; Gray & Wert‐Gray, 2012).
Kwon et al. (2007) examined the relationship between the team identification and intent
to purchase collegiate team-licensed apparel with the mediating effect of perceived value. In
their study, team identification alone did not affect the purchase intentions. However, mediated
by the perceived value, team identification could drive purchase intentions.
Gray and Wert‐Gray (2012) examined the effect of team identification and satisfaction on
customer intentions such as in-person attendance intention, media-based attendance intention,
purchase of team merchandise intention, and word-of-mouth communication intention. They
analyzed 300 undergraduate students from eight business classes and found the direct effect of
the team identification on all of four intentions:
Both team identification and satisfaction with team performance impact multiple
consumption behaviours, as represented by fans‟ intentions to engage in future
consumption. Team identification was found to have the greater impact on consumption
behaviours, suggesting that a sports organization‟s continuing efforts to bond with its
fans may provide greater benefits than efforts to improve the team‟s competitive
performance. (p. 275)
Based on prior studies of the effect of media consumption on team identification and the
effect of team identification on intention synthetically, following research hypotheses were
established.
RH2: Subscribing to the social media affects the intention to recommend mediated by
team identification.
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RH3: Subscribing to the social media affects the intention to attend the game mediated by
the team identification.
RH4: Team identification affects the intention to recommend.
RH5: Team identification affects the intention to attend the game.
Differences across the Demographic Information
Difference in Media Consumption
There is the evidence of that media consumption is different across the gender. Fink,
Trail, and Anderson (2002) analyzed total 1,234 spectators from two men‟s and two women‟s
intercollegiate basketball games. They found the difference in media consumption across the
gender. They noted that “women were less likely to utilize the print media to get information
about the team and were less likely to track statistics. Thus, in order to capture and retain the
female fan, other forms of communication must be considered” (p. 17).
Difference in Motivation
Since there are not enough studies of the difference in motives for social media
consumption across the gender, this dissertation reviewed spectator and participant motivation.
Prior studies indicated that there are differences in both spectator and participants‟ motivation
across the gender, age, and type of sport that indicated the needs of considering demographic
information in analysis of motivation in sport.
Zhang, Pease, Lam, Bellerive, Pham, Williamson, Lee, and Wall (2001) found that
“female spectators had greater scores in community image and salubrious-effects spectators than
did males indicate that female spectators place greater importance on team image and the
recreation value of the game than do males” (p. 53).
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Robinson and Trail (2005) examined the relationships among gender, type of sport,
motives, and points of attachment to a team. The Motivation Scale for Sport Consumption
(MSSC), which consists of seven motivational factors including achievement, aesthetics, drama,
escape, knowledge, physical skills, social, was adopted (Trail & James, 2001).They analyzed
total 669 spectators from three intercollegiate games including football, men‟s basketball, and
women‟s basketball. They found significantly different motives by gender and type of the sport.
Snipes and Ingram (2007) identified the motivation for attending the collegiate sports
such as soccer, baseball, and basketball by analyzing 1,098 spectators including students, faculty
and staff, alumni, and citizens of the local community. They found the differences in fan
motivation across the gender and type of the sport. In detail, male spectators more concern about
the food quality and special prizes and giveaways than female spectators. On the other hand,
female spectators more concern about the halftime entertainment than males. Soccer fans are less
affected by the team winning record, food quality, and food price than baseball and basketball
fans.
Brunet and Sabiston (2011) analyzed the motivation for participating in physical activity
through the three different age groups including age ranged from 18 to 24 (young adults), 25 to
44 (adults), and 45 to 64 (middle-age adults). Result indicated that the autonomous motivation
focusing on intrinsic motivation and identified regulation was positively correlated with physical
activity behavior in all age group. However, external regulation was a significant negative
correlate of physical activity behavior for young adults regulation was a significant positive
correlate of physical activity behavior, and external motivation was negatively correlated with
physical activity behavior only in young adults group.
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Cooper and Southall (2010) analyzed 451 users from two national wrestling message
boards found that “younger (e.g., 18–24 years) online consumers had a significantly stronger
preference toward the individual-matchup and learning-opportunity motives than older (e.g.,
over 35 years) consumers” (p. 6).
Difference in Team Identification
Robbinson and Trail (2005) analyzed total 669 spectators from three intercollegiate
contests and they found that “male spectators differed from female spectators on attachment to
the sport and attachment to a specific player” (p. 68). Female spectators indicated higher point of
attachment on the sport and a specific player than male.
Difference in Intention
Fink et al. (2002) examined the environmental factors associated with spectator
attendance (e.g., ticket price, promos, family, and friend) and present behavior (e.g., merchandise
consumption, print media consumption, TV media consumption, wearing team paraphernalia,
tracking statistics) and behavioral intention (e.g., continued loyalty, attendance intention, and
merchandise consumption intention) across the gender and team differences. They found the
difference in continued loyalty intention and merchandise consumption intention across the
gender. Female indicated higher intentions than male.
RQ2: Are there differences across the demographic information?
Summary of the Literature Review
Although there have been studies of motives for online consumption through website,
blog, (Hur et al., 2007; Seo & Green, 2008; Cooper, & Southall, 2010; Hardin et al., 2012) and
social media (Clavio & Kian, 2010; Frederick et al., 2012; Witkemper et al., 2012), there are not
enough studies of motives for subscribing to collegiate athletics social media in particular.
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Furthermore, Smith et al. (2012) analyzed Twitter and suggested that “hashtags can be
seen as a way for fans to identify with teams” (p. 551) and themes that they identified “fall in
line with the tenets and concepts of social-identity theory and team identification” (p. 550). Gau
et al. (2009) also found that high team identification group indicated higher levels of media
consumption such as television, the print, and the website and merchandise consumption than
low team identification group. Therefore, fans‟ social media usage can affect the team
identification. In addition, the effect of team identification on intentions has been supported by
prior studies (Gray & Wert‐Gray, 2012; Kwon et al., 2007).
Thus, this dissertation tried to identify motives for subscribing to collegiate athletics
social media and the relationship among social media usage, team identification, and intentions
with the following research question and hypotheses.
RQ1: What motivates students to subscribe to their schools‟ athletic social media?
RQ2: Are there differences across the demographic information?
RH1: Subscribing to social media increases team identification.
RH2: Team identification affects the intention to recommend.
RH3: Team identification affects the intention to attend the game.
RH4: Subscribing to social media increases intention to recommend mediated by team
identification.
RH5: Subscribing to social media increases intention to attend the game mediated by
team identification.
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CHAPTER III
METHOD
Sample
A total of 320 students from undergraduate courses taught by Recreation and Sport
Management program in University of Arkansas including courses which are considered social
science electives were invited to participate in the online survey through email. By using the
convenient sampling method, an email that has the hyperlink of the online survey was sent to
selected students. At the beginning of the online survey, subjects were presented with an
informed consent that had the purpose of the study, potential risk of the study, and contact of the
researcher and the Institutional Review Board (IRB). The survey was administered March 19,
2014 through March 23, 2014 using the Google Form online survey.
Instrumentation
The instrument for this study included items for motivation for subscribing social media,
team identification, intention to recommend, intention to attend the game, and demographics (see
Appendix A and Table 3).
Table 3
Summary of the Instrument
Variables
Motivation
Information
Diversion
Socialization
Pass-time
Fanship
Team support
Technical knowledge
Team Identification
Intention to recommend
Intention to attend the game
Social media usage
Demographics

Number of the Item
3
3
3
3
3
3
3
8
4
4
5
8
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Scale of Motivation
Items for motivation for subscribing to teams‟ social media were adopted from Hur, Ko,
and Valacich (2007) and Seo and Green (2008). Prior studies indicated acceptable reliability,
with Cronbach‟s alpha ranging from .60 to .90 (Hur et al., 2007) and .61 to .88 (Seo & Green,
2008). Three factors (e.g., information, diversion, and socialization) were developed from Hur et
al.‟s (2007) study and four factors (e.g., pass-time, fanship, team support, and technical
knowledge) were developed from Seo and Green‟s (2008) study. Three items for each of the
seven sub-factors were developed, a total of 21 items. These questions were measured using a 5point Likert scale from 1 (strongly disagree) to 5 (strongly agree).
Scale of Team Identification
The items for team identification were drawn from Wann and Branscombe‟s (1993) Sport
Spectator Identification Scale (SSIS). The SSIS showed high levels of reliability, with a
Cronbach‟s alpha of .91 (Wann & Branscombe, 1993). A total of eight items were modified and
developed such as “my school teams‟ wins are very important to me” and “I usually display my
school teams‟ name or insignia at my place of work, where I live, or on my clothing”. A 5 point
Likert-scale from 1 (strongly disagree) to 5 (strongly agree) was used.
Scale of Intention to Recommend
The items for intention to recommend were drawn from Kim, Byon, Yu, Zhang, and
Kim‟s (2013) study. Kim et al.‟s (2013) study indicated high reliability, with Cronbach‟s alpha
greater than .85. A total of four items were developed to measure the intention to recommend
school teams‟ games or products to others such as “I recommend watching my school teams‟
games for colleagues, relatives and friends” and “I do have an intention to inform other people
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for the good impression on my school teams”. Items were measured on a 5-point Likert scale
from 1 (strongly disagree) to 5 (strongly agree).
Scale of Intention to Attend the Game
The items for intention to attend the game were drawn from Sumino and Harada‟s (2004)
study and Kim, Byon, Yu, Zhang, and Kim‟s (2013) study. Both studies indicated high reliability,
with a Cronbach‟s alpha greater than .81. A total of four items asking the intention to attend
future games were developed. For example, statements such as “I will attend at least one of my
school teams‟ games this year” and “I will watch my school teams‟ games on television, Internet
or listen to them on the radio this season” were asked. These questions were assessed using a 5point Likert-scale from 1 (strongly disagree) to 5 (strongly agree).
Scale of Social Media Consumption
A researcher-designed scale was used. Social media consumption was measured by the
perception of visiting social media and posting message, picture, or video (e.g., “I enjoy visiting
Razorback athletics social media”, “I enjoy watching the picture or video on Razorback athletics
social media”, “I enjoy reading the message, comment, or articles on Razorback athletics social
media”, or I enjoy posting a message or comment on Razorback athletics social media). Each
measure was assessed on a 5-point Likert-scale from 1 (strongly disagree) to 5 (strongly agree).
Demographic Information
A researcher-designed demographic information section was used. Demographic
variables including gender, age, school year, home town, favorite school teams‟ social media
(e.g., Facebook, Twitter, etc.), past experience of the school teams‟ social media, frequency of
visiting school teams‟ social media, and past experience of attending the game were asked with
one item each, a total of eight items.
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Data Analysis
Data analysis involved three stages: (a) motives for subscribing to social media, (b) the
relationship among social media consumption, team identification, and intentions, and (c) the
difference across demographic information.
Prior to running data analysis, the final data set was assessed to check for missing values,
normality of variables, and outliers. For example, to deal with the missing values, the listwise
deletion method was employed through the SPSS version 20.0. In addition, all skewness and
kurtosis values of items were assessed by Kline‟s (2010) suggestion, absolute values less than
3.0.
Reliability and Validity
The internal consistency was assessed by Cronbach‟s alpha, acceptable value greater
than .70 (Fornell & Larcker, 1981). For Confirmatory Factor Analysis (CFA) in data analysis
stage one, Composite Reliability (CR) was also evaluated, acceptable value greater than .70
(Fornell & Larcker, 1981).
Validity of motives for subscribing to school teams‟ social media in stage one was
assessed by Confirmatory Factor Analysis (CFA) since prior studies already have provided a
strong theoretical framework of motives that were used for this dissertation (e.g., Hur et al., 2007;
Seo & Green, 2008; Witkemper et al., 2012; Cooper & Southall, 2010) (see Table 2).
In detail, to examine the overall model fit, several fit indices including chi square/degrees
of freedom (< 5.0), comparative fit index (CFI) (> .90), root mean square error of approximation
(RMSEA) (< .08), root mean square residual (RMR) (< .08), and standardized root mean square
residual (SRMR) (< .08) were evaluated (Bollen, 1989; Hu & Bentler, 1999). Convergent
validity was evaluated via factor loadings, greater than .70 (Nunnally & Bernstein, 1994).

36
Stage One: Motivation for Subscribing to Social Media
In order to answer the RQ1 (what motivates students to subscribe to their schools‟
athletic social media?), multiple regression was employed. Multiple regression is used to predict
an outcome variable from several predictor variables (Field, 2009). Therefore, social media
consumption was predicted by seven motives through multiple regression.
Stage Two: The Effect of Social Media Consumption
Simple regression predicting an outcome variable from one predictor variable (Field,
2009) was employed to test RH1 (subscribing to social media affects team identification), RH2
(team identification affects intention to recommend), and RH3 (team identification affects
intention to attend the game).
Table 4
Summary of a Four Step Approach
Step
Analysis
A simple regression with social media consumption predicting intention (path c in
1
figure 3)
A simple regression with social media consumption predicting team identification
2
(path a in figure 3)
A multiple regression with social media consumption and team identification
3
predicting intention (path b and c in figure 3)
Check that “the coefficient relating the independent variable to the dependent
variable must be larger (in absolute value) than the coefficient relating the
4
independent variable to the dependent variable in the regression model with both the
independent variable and the mediating variable predicting the dependent variable”
(MacKinnon, Fairchild, & Fritz, 2007, p. 5)
A four step approach. To test the mediating effect of team identification in the
relationship between social media consumption and intentions (RH4: subscribing to social media
increases intention to recommend mediated by team identification and RH5: subscribing to social
media increases intention to attend the game mediated by team identification), Baron and
Kenny‟s (1986) four-step approach was employed (see Figure 3 and Table 4).
MacKinnon, Fairchild, and Fritz (2007) noted:
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Four steps are involved in the Baron and Kenny approach to establishing mediation. First,
a significant relation of the independent variable to the dependent variable is required in
Equation 1. Second, a significant relation of the independent variable to the hypothesized
mediating variable is required in Equation 3. Third, the mediating variable must be
significantly related to the dependent variable when both the independent variable and
mediating variable are predictors of the dependent variable in Equation 2. Fourth, the
coefficient relating the independent variable to the dependent variable must be larger (in
absolute value) than the coefficient relating the independent variable to the dependent
variable in the regression model with both the independent variable and the mediating
variable predicting the dependent variable. This causal steps approach to assessing
mediation has been the most widely used method to assess mediation. (p. 5)

Figure 3. Meditational model. Adapted from “The moderator–mediator variable distinction in
social psychological research: Conceptual, strategic, and statistical considerations,” by Baron &
Kenny, 1986, Journal of Personality and Social Psychology, 51(6), 1176.
In other word, if four steps explained above are satisfied, researcher can conclude that
there is mediating effect. In addition, in step four, if independent variable is no longer significant
when mediating variable is controlled, the finding is regarded as full mediation. On the other
hand, if independent variable is still significant when mediating variable is controlled, the
finding is interpreted as partial mediation (Baron & Kenny, 1986).
Stage Three: The Difference across Demographic Information
Independent t-test and Analysis Of Variance (ANOVA) were employed using the SPSS
version 20.0 to answer RQ2. Independent t-test is used “when there are two experimental
conditions and different participants were assigned to each condition” (Field, 2009, p. 325) and
ANOVA “tells us whether three or more means are the same, so it tests the null hypothesis that
all group means are equal” (Field, 2009, p. 349).
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CHAPTER IV
RESULTS
As indicated in Chapter 3, this study surveyed a total of 320 students from undergraduate
courses taught by Recreation and Sport Management program in University of Arkansas
including courses which are considered social science electives.
Table 5
The Demographic Information
Variables

Categories

n

%

Gender

Male
Female
19
20
21
22
Over 23
Freshmen
Sophomore
Junior
Senior
Arkansas
Texas
Missouri
Kansas
Other
Facebook
Twitter
YouTube
Google Plus
Facebook
Twitter
YouTube
Google Plus
Less than once a week
2 – 7 times a week
More than 7 times a week
Yes
No

69
77
15
45
54
18
14
4
32
58
52
75
27
18
4
22
45
96
3
2
76
117
31
11
61
75
10
137
9

47.3
52.7
10.3
30.8
37.0
12.3
9.6
2.7
21.9
39.7
35.6
51.4
18.5
12.3
2.7
15.1
30.8
65.8
2.1
1.4
52.1
80.1
21.2
7.5
41.8
6.8
51.4
93.8
6.2

Age

School Year

Hometown

Favorite Social Media

Visited

Frequency
Past experience of attendance Game
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One hundred fifty nine participants responded to the online survey, a response rate of
49.7%. Of the 159 surveys gathered, 13 were discarded owing to having missing values through
the listwise deletion method. Therefore, finally, a total of 146 surveys were analyzed for this
study.
Demographic Information
Of the research participants, males accounted for 47.3% (n = 69) and females accounted
for 52.7% (n = 77; see Table 5). The greatest number of age group was 21 (37.0%) followed by
20 (30.8%) and 22 (12.3%). Similarly, juniors accounted for 39.7% (n = 58) and seniors
accounted for 35.6% (n = 52) of the total. A majority of participants identified Arkansas as their
hometown (n = 75, 51.4%). In social media usage, most of participants indicated that their
favorite school teams social media is Twitter (n = 96, 65.8%) followed by Facebook (n = 45,
30.8%). Approximately 93.8% (n = 137) of participants had past experience of attending the
school teams‟ game.
Correlations
A Pearson product-moment correlation coefficient was computed to assess the
Table 6
Correlations Matrix
1.Social Media Consumption
2. Information
3. Diversion
4. Socialization
5. Pass-time
6. Fanship
7. Team Support
8. Technical Knowledge
9. Team Identification
10. Intention to Recommend
11. Intention to Attend the Game
** p <.001 * p< .01

1
1
.53**
.68**
.71**
.68**
.72**
.74**
.63**
.54**
.57**
.41**

2

3

4

5

6

1
.58**
.36**
.48**
.54**
.41**
.16
.27**
.30**
.25*

1
.49**
.63**
.56**
.55**
.37**
.41**
.47**
.35**

1
.56**
.53**
.61**
.55**
.39**
.45**
.30**

1
.70**
.56**
.43**
.42**
.46**
.36**

1
.72**
.44**
.72**
.66**
.58**

7

8

9

10

1
.60** 1
.57** .37** 1
.61** .39** .67** 1
.43** .23** .77** .63**

11

1
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Table 7
Skewness and Kurtosis Values of Motivation
Items
S
K
I learn about things happening inside the my school teams using the official
-.93 .25
social media (INF1)
My school team-related information obtained from the official social media is
-.88 .81
useful. (INF2)
I can get the information about my school teams such as team performance,
-.81 .25
player profiles, and game schedule through the official social media. (INF3)
Using my school teams‟ official social media excites me. (DIV1)
-.04 -.68
Using my school teams‟ social media arouses my emotions and feelings. (DIV2)
.03 -.63
Using my school teams‟ social media provides an outlet for me to escape my
.04 -.87
daily routine. (DIV3)
I like to exchange the message with people about the my school teams through
.13 -.96
the official social media (SOC1)
I like to share my opinions about my school teams and players through the
.26 -1.05
official social media. (SOC2)
I enjoy debating my school team-related issues on the official social media.
.68 -.39
(SOC3)
I use my school teams‟ official social media because it gives me something to do
.00 -1.00
to occupy my time. (PAS1)
I use my school teams‟ official social media because it passes the time away,
-.19 -1.00
particularly when I‟m bored. (PAS2)
I use my school teams‟ social media during my free time. (PAS3)
-.28 -1.03
One of the main reasons I use my school teams‟ social media is that I consider
-.84 -.20
myself a fan of the team. (FAN1)
One of the main reasons I use my school teams‟ social media is that I am a huge
-.70 -.42
fan of the sport in general. (FAN2)
One of the main reasons I use my school teams‟ social media is that I consider
-.66 -.74
myself to be a big fan of collegiate athletics of my school. (FAN3)
One of the main reasons I use my school teams‟ social media is because of a
.36 -.88
particular athlete I am interested in following. (TEA1)
I use my school teams‟ social media because I believe it is important to support
.16 -1.00
my favorite athlete. (TEA2)
Using my school teams‟ social media demonstrates my support for the
-.76 -.21
Razorbacks in general. (TEA3)
I use my school teams‟ social media because I want to know the technical aspects
.45 -.65
of the sport. (TEC1)
I use my school teams‟ social media because I want to know the rules of the
.69 -.36
sport. (TEC2)
I use my school teams‟ social media because I want to know the sport strategy.
.47 -.76
(TEC3)
Note. INF = Information, DIV = Diversion, SOC = Socialization, PAS = Pass-time, FAN =
Fanship, TEA = Team support, TEC = Technical knowledge, S = Skewness, K = Kurtosis
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relationships among social media consumption, motivations, team identification, and intentions
(see Table 6). All variables were significantly correlated (p < .01) excluding technical knowledge
and information. There was one non-significant correlation of .161 (p = .053) between technical
knowledge and information. Overall, there was a strong, positive correlation among social media
consumption, motivations, team identification, and intentions.
Stage One: Motivation for subscribing to social media
Confirmatory Factor Analysis (CFA)
All skewness and kurtosis values of motivation items were within the acceptable level
based on Kline‟s (2010) suggestion, absolute values less than 3.0 (see Table 7).
Table 8
Cronbach’s Alpha, Composite Reliability (CR), and Factor Loadings for Motivation
Factor
Factor
Variables
CR
α
Variables
CR
Loadings
Loadings
Information
.77
.76
PAS2
.90
INF1
.78
PAS3
.83
INF2
.87
Fanship
.88
INF3
.53
FAN1
.90
Diversion
.85
.87
FAN2
.92
DIV1
.84
FAN3
.86
DIV2
.87
Team support
.73
DIV3
.80
TEA1
.77
Socialization
.75
.81
TEA2
.79
SOC1
.80
TEA3
.71
Technical
SOC2
.72
.88
knowledge
SOC3
.78
TEC1
.81
Pass-time
.87
.90
TEC2
.88
PAS1
.88
TEC3
.89
Note. CR = Composite Reliability, α = Cronbach‟s alpha

α

.92

.80

.89

Table 8 presents Cronbach‟s alpha, Composite Reliability (CR), and factor loadings. The
motivation scale achieved acceptable level of reliability ranging from 0.76 (information) to .92
(fanship; Nunnally & Bernstein, 1994). The values of CR were well above the recommended
cutoff criteria ranged from .73 to .88. All factor loadings ranging from .53 to .92. However, one

42
item of information (INF3) had loadings below the suggested .70 threshold (Nunnally &
Bernstein, 1994). Nevertheless, item was retained since prior studies (e.g., Hur, Ko, & Valacich,
2007; Hardin et al., 2012) suggested that they are theoretically relevant to their respective
constructs.
The CFA indicated a favorable model fit: the Standardized Root Mean Residual (SRMR)
= .071; RMR = .097; the Root Mean Square Error of Approximation (RMSEA) = .092; the
Comparative Fit Index (CFI) = .907, for the measurement model while the results of chi-square
was rejected [χ2 (63) = 373.564, p < .001].
Multiple Regression
Table 9
Result of Multiple Regression for Motives Predicting Social Media Consumption
Dependent
Independent
SE
B
t
p-value
(Constant)
.18
.17
.864
Information
.06
.10
1.88
.062
Diversion
.05
.21
3.56
.001
Socialization
.05
.22
3.91
.000
Pass-time
.05
.08
1.19
.236
Social Media
Fanship
.05
.18
2.61
.010
Consumption
Team support
.06
.14
2.04
.043
Technical
.05
.22
4.08
.000
knowledge
R = .88, R2 = .78, Adjusted R2 = .77, F = 70.13, p =.000
Multiple regression was used to examine if motives for subscribing to social media
significantly predict social media consumption (see Table 9). The results of multiple regression
indicated that five motives including diversion (β = .210, p < .01), socialization (β = .220, p
< .001), fanship (β = .184, p < .05), team support (β = .139, p < .05), technical knowledge (β
= .218, p < .001) significantly predicted social media consumption.
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On the other hand, information (β = .100, p > .05) and pass-time (β = .075, p > .05) did
not significantly predicted social media consumption. Approximately 77% of variance in social
media consumption was accounted for by these motives.
Stage Two: The Effect of Social Media Consumption
All skewness and kurtosis values for team identification, intention to recommend, and
intention to attend the game were well within the acceptable criteria, absolute values less than
3.0 (Kline, 2010; see Table 10).
Table 10
Skewness, kurtosis, and Cronbach’s Alpha for Team Identification and Intentions
Items
Skewness Kurtosis
Team Identification
My school teams‟ wins is very important to me
-1.14
1.08
My friends see me as a fan of my school teams
-1.08
.89
I closely follow my school teams via in person, media, and
-.53
-.59
internet
Being a fan of my school teams is very important to me
-.91
.17
I dislike my school teams‟ greatest rivals
-.54
-.58
I usually display my school teams‟ name or insignia at my
-.76
-.24
place of work, where I live, or on my clothing
I will attend the home games of my school teams this season
-1.01
.46
I plan to attend the home games of my school teams this
-1.11
.56
season
Intention to recommend
I will tell other people about how good the my school teams is
-.84
.19
I will encourage my friends and relatives to buy my school
-.48
-.58
teams‟ product(s)
I recommend watching my school teams‟ games for
-.77
-.04
colleagues, relatives and friends.
I do have an intention to inform other people for the good
-.63
-.22
impression on my school teams.
Intention to attend the game
I will attend my school teams‟ games this season.
-1.11
.41
I will attend at least one of my school teams‟ games during
-1.44
1.61
this season.
I will attend the home games of my school teams this season.
-1.02
.21
I will watch my school teams‟ games on television, internet or
-1.03
.34
listen to them on the radio this season.

α
.92

.91

.90
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The reliability of three scales including team identification, intention to recommend, and
intention to attend the game ranged from 0.90 to .92 indicating an acceptable level of reliability
(Nunnally & Bernstein, 1994; see Table 10).
The Effect of Social Media Consumption on Team Identification
Table 11
Simple Regression for Social Media Consumption Predicting Team Identification
Dependent
Independent
SE
B
t
p-value
(Constant)
.21
10.65
.000
Social Media
.07
.55
7.83
.000
Team Identification
Consumption
R = .55, R2 = .30, Adjusted R2 = .29, F = 61.35, p =.000
The result of simple regression indicated that the linear relationship between social media
consumption and team identification was statistically significant, F(1, 144) = 61.35, p <.001. (see
Table 11). Approximately 30% of the variance in team identification was accounted for by its
linear relationship with social media consumption, R2 = .30, Adjusted R2 = .29; thus, research
hypothesis 1 was supported.
The Effect of Team Identification on Intentions
Table 12
Simple Regression for Team Identification Predicting Intentions
Dependent
Independent
SE
B
t
p-value
(Constant)
.28
2.52
.013
Team
Intention to
.07
.68
10.97
.000
Identification
Recommend
R = .68, R2 = .46, Adjusted R2 = .45, F = 120.24, p =.000
(Constant)
.22
4.82
.000
Team
Intention to
.06
.77
14.49
.000
Attend the Game Identification
2
2
R = .77, R = .59, Adjusted R = .59, F = 210.00, p =.000
The findings from simple regression indicated that the linear relationship between team
identification and intention to recommend was statistically significant, F(1, 144) = 120.24, p
<.001 (see Table 12). Approximately 45% of the variance in intention to recommend was
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accounted for by its linear relationship with team identification, R2 = .46, Adjusted R2 = .45; thus,
research hypothesis 3 was supported.
The linear relationship between team identification and intention to attend the game was
also statistically significant, F(1, 144) = 210.00, p <.001 (see Table 12). Approximately 60% of
the variance in intention to attend the game was accounted by its linear relationship with team
identification, R2 = .59, Adjusted R2 = .59; thus, research hypothesis 4 was supported.
The mediating effect of Team Identification
A four step approach. As chapter 3 indicated, a four step approach was employed to test
the mediating effect of team identification on the relationship between social media consumption
and intentions (Baron & Kenny, 1986). The result of a four step approach indicated that there is
the mediating effect of team identification on the relationship between social media consumption
and intentions (See table 13 and 14).
Table 13
The Mediating Effect of Team Identification on the Relationship between Social Media
Consumption and Intention to Recommend
Step Dependent
Independent
SE
B
t
p-value
(Constant)
.24
7.42
.000
Intention to Social Media
.08
.57
8.41
.000
1
Recommend Consumption
R = .55, R2 = .40, Adjusted R2 = .32, F = 70.64, p =.000
(Constant)
.21
10.651
.000
Social Media
Team
.07
.55
7.83
.000
2
Identification Consumption
R = .55, R2 = .30, Adjusted R2 = .29, F = 61.35, p =.000
(Constant)
.27
1.59
.114
Social Media
.08
.29
4.20
.000
Intention to Consumption
3
Team
Recommend
.08
.52
7.40
.000
Identification
R = .72, R2 = .52, Adjusted R2 = .51, F = 75.91, p =.000
The coefficient relating the independent variable to the dependent variable in step 1 (B
4 = .57) is larger than the coefficient relating the independent variable to the dependent
variable in step 3 (B = .29; Baron & Kenny, 1986).
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In detail, first, to test the mediating effect of team identification on the relationship
between social media consumption and intention to recommend (see Table 13), following four
steps were conducted:
1. A simple regression with social media consumption predicting intention to recommend;
Significant relationship was observed (β = .57, p<.001). Therefore, step one is fulfilled.
2. A simple regression with social media consumption predicting team identification;
Significant relationship was observed (β = .55, p<.001). Step two is fulfilled.
3. A multiple regression with social media consumption and team identification predicting
intention to recommend; Significant relationship was observed both social media
consumption (β = .29, p<.001) and team identification (β = .52, p<.001) predicting
intention to recommend. Step three is fulfilled.
4. The final check is to see whether the coefficient of social media consumption to intention
to recommend in step one is larger than the coefficient of social media consumption to
intention to recommend in step four. The coefficient of social media consumption to
intention to recommend in step one (β = .57) is larger than The coefficient of social
media consumption to intention to recommend in step one (β = .29). Step four was
fulfilled.
Therefore, all four steps were satisfied and the mediating effect of team identification on
the relationship between social media consumption and intention to recommend was exist. In
addition, in step three, both social media consumption (β = .29, p < .001) and team identification
(β = .52, p < .001) predicted intention to recommend significantly. Thus, there was a partial
mediation.
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Table 14
The Mediating Effect of Team Identification on the Relationship between Social Media
Consumption and Intention to Attend the Game
Step Dependent
Independent
SE
B
t
p-value
(Constant)
.24
12.00
.000
Intention to
Social Media
.08
.42
5.51
.000
1
Attend the
Consumption
Game
R = .42, R2 = .17, Adjusted R2 = .17, F = 30.31, p =.000
(Constant)
.21
10.65
.000
Social
Media
Team
.07
.55
7.83
.000
2
Identification Consumption
R = .55, R2 = .30, Adjusted R2 = .29, F = 61.35, p =.000
(Constant)
.23
4.69
.000
Social Media
.07
-.01
-.09
.929
Intention to
Consumption
3
Attend the
Team
.01
.77
12.14
.000
Game
Identification
R = .77, R2 = .59, Adjusted R2 = .59, F = 104.28, p =.000
The coefficient relating the independent variable to the dependent variable in step 1 (B
4 = .42) is larger than the coefficient relating the independent variable to the dependent
variable in step 3 (B = -.01; Baron & Kenny, 1986).
Second, to test the mediating effect of team identification on the relationship between
social media consumption and intention to attend the game (see Table 14), following four steps
were conducted:
1. A simple regression with social media consumption predicting intention to recommend;
Significant relationship was observed (β = .42, p < .001). Therefore, step one is fulfilled.
2. A simple regression with social media consumption predicting team identification;
Significant relationship was observed (β = .55, p < .001). Step two is fulfilled.
3. A multiple regression with social media consumption and team identification predicting
intention to recommend; Significant relationship was observed both social media
consumption (β = -.006, p > .05) and team identification (β = .77, p < .001) predicting
intention to recommend. Step three is fulfilled.
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4. The final check is to see whether the coefficient of social media consumption to intention
to attend the game in step one is larger than the coefficient of social media consumption
to intention to attend the game in step four. The coefficient of social media consumption
to intention to attend the game in step one (β = .42) is larger than The coefficient of social
media consumption to intention to recommend in step one (β = -.01). Step four was
fulfilled.
Thus, all four steps were satisfied and the mediating effect of team identification on the
relationship between social media consumption and intention to recommend was confirmed. In
addition, in step three, social media consumption (β = -.01, p > .05) did not significantly
predicted intention to attend the game not significantly. Thus, there was a full mediation.
Stage Three: The Differences across the Demographic Information
Differences by Gender
Table 15
Independent t-test for Motives by Gender
Gender
N
Male
69
Information
Female
77
Male
69
Diversion
Female
77
Male
69
Socialization
Female
77
Male
69
Pass-time
Female
77
Male
69
Fanship
Female
77
Team
Male
69
Support
Female
77
Technical
Male
69
Knowledge
Female
77

M
3.71
3.97
2.88
2.73
2.56
2.43
2.87
2.86
3.52
3.61
2.95
2.97
2.36
2.12

SD
.80
.85
1.06
.92
1.13
.91
1.15
1.06
1.27
1.09
1.09
.99
1.03
.94

t-value

p-value

-1.90

.060

.93

.355

.78

.437

.07

.946

-.43

.666

-.11

.914

1.48

.141
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An independent t-test was conducted to compare motives for subscribing to social media
by gender (see Table 15). There was no significant difference in all seven motives (p > .05). The
result suggests that gender does not have an effect on motives for subscribing to social media.
Table 16
Independent t-test for Social Media Consumption by Gender
Gender
N
M
SD
Social Media
Male
69
2.91
.96
Consumption
Female
77
2.87
.81

t-value

p-value

.27

.785

An independent t-test was conducted to compare social media consumption in males and
females (see Table 16). Males (M = 2.91, SD = .96) and females (M = 2.87, SD = .81) did not
differ significantly on social media consumption, t(144) = .27, p = .785.
Table 17
Independent t-test for Team Identification by Gender
Gender
N
M
Team
Male
69
3.98
Identification
Female
77
3.75

SD
.87
.89

t-value

p-value

1.62

.108

An independent t-test was conducted to compare team identification in males and females
(see Table 17). Males (M = 3.98, SD = .87) and females (M = 3.375, SD = .89) did not differ
significantly on team identification, t(144) = 1.62, p = .108.
Table 18
Independent t-test for Intentions by Gender
Gender
N
Intention to
Male
69
Recommend
Female
77
Intention to Attend
Male
69
the Game
Female
77

M
3.57
3.68
4.07
4.19

SD
1.02
.99
.95
.89

t-value

p-value

-.66

.513

-.80

.424

An independent t-test was conducted to compare intentions in males and females (see
Table 18). Males (M = 3.57, SD= .1.02) and females (M = 3.68, SD = .99) did not differ
significantly on intention to recommend, t(144) = -.66, p= .513; Males (M = 4.07, SD = .95) and
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Table 19
ANOVA for Motives by Age

Information

Diversion

Socialization

Pass-time

Fanship

Team
Support

Technical
Knowledge

Type
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)

N
15
45
54
18
14
15
45
54
18
14
15
45
54
18
14
15
45
54
18
14
15
45
54
18
14
15
45
54
18
14
15
45
54
18
14

M
3.73
4.06
3.77
3.89
3.55
2.27
2.85
2.86
2.89
2.88
2.29
2.41
2.64
2.46
2.40
2.33
2.93
2.95
2.96
2.76
3.18
3.93
3.51
3.46
3.19
2.73
3.14
2.97
2.76
2.81
1.96
2.22
2.33
2.17
2.24

SD
.77
.80
.87
.67
.98
.90
1.00
.98
.98
1.06
1.00
.92
1.15
.87
1.02
1.25
1.00
1.05
1.15
1.31
1.42
.90
1.24
1.13
1.31
1.06
.94
1.11
.93
1.12
1.06
.97
.99
.90
1.10

F

P

Post Hoc

1.23

.294

-

.84

.540

-

.82

.558

-

.78

.590

-

1.44

.205

-

.54

.779

-

.68

.667

-
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females (M = 4.19, SD = .89) also did not differ significantly on intention to attend the game,
t(144) = -.80, p = .424.
Differences across Age
A one-way ANOVA was conducted to compare the motives for subscribing to social
media in age (see Table 19). There was no significant effect of age on all seven motives (p > .05).
Therefore, there was no difference in motives for subscribing to social media across the age.
A one-way ANOVA was conducted to compare social media consumption by age (see
Table 20). There was no significant effect on social media consumption by age [F(6, 139) = 1.07,
p = .385].
Table 20
ANOVA for Social Media Consumption by Age

Social Media
Consumption

Type
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)

N
15
45
54
18
14

M
2.56
2.96
2.96
2.92
2.73

SD
.54
.74
.98
.93
1.11

F

p

Post Hoc

1.07

.385

-

A one-way ANOVA was conducted to team identification in age (see Table 21). There
was no significant difference in team identification across the age [F(6, 139) = 1.66, p = .163].
Table 21
ANOVA for Team Identification by Age

Team
Identification

Type
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)

N
15
45
54
18
14

M
3.55
4.09
3.87
3.62
3.71

SD
.96
.63
.95
1.06
.96

F

p

Post Hoc

1.66

.163

-

A one-way ANOVA was conducted to compare intentions in age (see Table 22). There
was no significant difference in intention to recommend across the age [F(6, 139) = 1.34, p

52
= .245]; There was no significant difference in intention to attend the game across the age [F(6,
139) = 1.38, p = .226].
Table 22
ANOVA for Intentions by Age

Intention to
Recommend

Intention to
Attend the
Game

Type
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)
19 (a)
20 (b)
21 (c)
22 (d)
Over 23 (e)

N
15
45
54
18
14
15
45
54
18
14

M
3.15
3.89
3.58
3.57
3.55
3.88
4.42
4.06
4.03
3.89

SD
.99
.83
1.09
1.09
.97
1.06
.68
.98
.98
1.05

F

p

Post Hoc

1.34

.245

-

1.38

.226

-

Differences across School Year
A one-way ANOVA was conducted to compare motivation for subscribing to social
media in school year (see Table 23). There was a significant difference in fanship of motivation
across school year [F(3, 142) = 3.45, p = .018].
The Levene test for the equality of variances among the levels of the school year in
fanship found that the variances were significantly different (F = 3.45, p < .05) suggesting that
an alternative post hoc test for pair-wise differences of means should be used. However, post-hoc
tests of pair-wise mean differences using the Dunnett T3 statistic indicated that no significant
differences in fanship across the school year.
A one-way ANOVA was conducted to compare team identification in school year (see
Table 24). There was no significant difference in team identification across school year [F(3, 142)
= 1.72, p = .166].
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A one-way ANOVA was conducted to compare social media consumption in school year
(see Table 25). There was a significant difference in team identification across the school year
[F(3, 142) = 1.72, p = .166].
Table 23
ANOVA for Motives by School Year
Type
Freshmen (a)
Sophomore (b)
Information
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Diversion
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Socialization
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Pass-time
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Fanship
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Team
Junior (c)
Support
Senior (d)
Freshmen (a)
Sophomore (b)
Technical
Knowledge
Junior (c)
Senior (d)

N
4
32
58
52
4
32
58
52
4
32
58
52
4
32
58
52
4
32
58
52
4
32
58
52
4
32
58
52

M
3.00
3.99
3.90
3.76
2.08
2.57
3.01
2.77
1.75
2.36
2.69
2.40
1.92
2.58
3.06
2.88
2.50
3.63
3.86
3.29
2.17
2.99
3.13
2.80
1.75
2.17
2.42
2.10

SD
1.12
.78
.76
.90
1.34
1.01
.91
1.01
.88
.96
1.07
.98
1.83
.99
1.00
1.16
1.75
1.18
.93
1.29
1.23
1.10
.83
1.16
.96
1.07
.96
.94

F

p

Post Hoc

1.99

.119

-

2.21

.090

-

1.76

.158

-

2.41

.070

-

3.45*

.018

-

1.77

.155

-

1.41

.243

-

The Levene test for the equality of variances among the levels of the independent
variable (School year) found that the variances were not significantly different (F = 1.99, p > .05).
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However, post-hoc tests using the Scheffe statistic indicated that no significant differences in
social media consumption among the school year.
Table 24
ANOVA for Team Identification by School Year

Team
Identification

Type
Freshmen (a)
Sophomore (b)
Junior (c)
Senior (d)

N
4
32
58
52

M
3.25
3.89
4.01
3.71

SD
1.08
.84
.76
1.01

F

p

Post Hoc

1.72

.166

-

F

p

Post Hoc

2.71

.047

-

Table 25
ANOVA for Social Media Consumption by School Year

Social Media
Consumption

Type
Freshmen (a)
Sophomore (b)
Junior (c)
Senior (d)

N
4
32
58
52

M
1.85
2.79
3.04
2.86

SD
.84
.81
.77
1.00

A one-way ANOVA was conducted to compare intentions in school year (see Table 26).
There was no significant difference in intention to recommend across the school year [F(3, 142)
= 1.41, p = .244]; There was no significant difference in intention to attend the game across the
school year [F(3, 142) = 1.10, p = .354].
Table 26
ANOVA for Intentions by School Year

Intention to
Recommend
Intention to
Attend the
Game

Type
Freshmen (a)
Sophomore (b)
Junior (c)
Senior (d)
Freshmen (a)
Sophomore (b)
Junior (c)
Senior (d)

N
4
32
58
52
4
32
58
52

M
3.38
3.57
3.83
3.46
3.56
4.15
4.26
4.03

SD
.75
.94
.81
1.21
1.23
.98
.78
1.00

F

p

Post Hoc

1.41

.244

-

1.10

.354

-
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Differences across Hometown
An independent t-test was conducted to compare motivation for subscribing to social
media in in-state and out-state (see Table 27). In-state and out-state did not differ significantly on
all seven motivation (p > .05).
Table 27
Independent t-test for Motivation by Hometown
Hometown
N
M
In State
75
3.90
Information
Out State
71
3.79
In State
75
2.85
Diversion
Out State
71
2.75
In State
75
2.57
Socialization
Out State
71
2.41
In State
75
2.87
Pass-time
Out State
71
2.86
In State
75
3.51
Fanship
Out State
71
3.62
Team
In State
75
2.91
Support
Out State
71
3.01
Technical
In State
75
2.24
Knowledge
Out State
71
2.22

SD
.82
.85
1.04
.94
1.06
.98
1.11
1.09
1.16
1.20
1.00
1.07
1.02
.96

t

p

.75

.452

.62

.535

.95

.343

.04

.967

-.58

.561

-.60

.550

.12

.906

An independent t-test was conducted to compare social media consumption in in-state
and out-state (see Table 28). In-state (M = 2.89, SD = .89) and out-state (M = 2.88, SD = .88) did
not differ significantly on intention to social media consumption, t(144) = .06, p = .952.
Table 28
Independent t-test for Social Media Consumption by Hometown
Hometown
N
M
SD
Social Media
In State
75
2.89
.89
Consumption
Out State
71
2.88
.88

t

p

.06

.952

An independent t-test was conducted to compare team identification in in-state and outstate (see Table 29). In-state (M = 3.76, SD = .92) and out-state (M = 3.96, SD = .85) did not
differ significantly on team identification, t(144) = -1.36, p = .176.
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Table 29
Independent t-test for Team Identification by Hometown
Hometown
N
M
SD
Team
In State
75
3.76
.92
Identification
Out State
71
3.96
.85

t

p

-1.36

.176

An independent t-test was conducted to compare intentions in in-state and out-state (see
Table 30). In-state (M = 3.54, SD = .1.06) and out-state (M = 3.73, SD = .93) did not differ
significantly on intention to recommend, t(144) = -1.12, p = .176; In-state (M = 4.03, SD = .96)
and out-state (M = 4.24, SD = .85) did not differ significantly on intention to attend the game,
t(144) = -1.40, p = .164.
Table 30
Independent t-test for Intentions by Hometown
Hometown
N
M
Intention to
In State
75
3.54
Recommend
Out State
71
3.73
Intention to Attend In State
75
4.03
the Game
Out State
71
4.24

SD
1.06
.93
.96
.85

t

p

-1.12

.176

-1.40

.164

Differences across Past Experience of Attending the Game
An independent t-test was conducted to compare motivation for subscribing to social
media in past experience of attending the game and not (see Table 31). Students with a past
experience of attending the game (M = 3.64, SD = 1.13) and students without a past experience
of attending the game (M = 2.37, SD = 1.16) differed significantly on fanship of motivation,
t(144) = 3.26, p = .001.
An independent t-test was conducted to compare social media consumption in past
experience of attending the game and not (see Table 32). Students with a past experience of
attending the game (M = 2.92, SD = .87) and students without a past experience of attending the
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game (M = 2.40, SD = .98) did not differ significantly on social media consumption, t(144) =
1.73, p = .086.
Table 31
Independent t-test for Motivation by Past Experience
Past
N
M
Experience
Yes
137
3.86
Information
No
9
3.67
Yes
137
2.82
Diversion
No
9
2.56
Yes
137
2.53
Socialization
No
9
1.93
Yes
137
2.90
Pass-time
No
9
2.37
Yes
137
3.64
Fanship
No
9
2.37
Team
Yes
137
2.99
Support
No
9
2.44
Technical
Yes
137
2.26
Knowledge
No
9
1.78

SD
.83
.88
.99
1.11
1.03
.66
1.08
1.30
1.13
1.16
1.04
.85
1.00
.69

t

p

.67

.505

.77

.440

1.73

.086

1.40

.165

3.26

.001

1.54

.125

1.43

.155

An independent t-test was conducted to compare team identification in past experience of
attending the game and not (see Table33). Students with a past experience of attending the game
(M = 3.94, SD = .83) and students without a past experience of attending the game (M = 3.68, SD
= .97) differed significantly on team identification, t(144) = 4.40, p = .000.
Table 32
Independent t-test for Social Media Consumption by Past Experience
Past
N
M
SD
t
Experience
Social Media
Yes
137
2.92
.87
1.73
Consumption
No
9
2.40
.98

p
.086

An independent t-test was conducted to compare intentions in past experience of
attending the game and not (see Table 34). Students with a past experience of attending the game
(M = 3.68, SD = .99) and students without a past experience of attending the game (M = 4.21, SD
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Table 33
Independent t-test for Team Identification by Past Experience
Past
N
M
SD
Experience
Team
Yes
137
3.94
.83
Identification
No
9
3.68
.97

t

p

4.40

.000

= .85) differed significantly on intention to recommend, t(144) = 2.23, p = .027; Students with a
past experience of attending the game (M = 2.92, SD = .1.05) and students without a past
experience of attending the game (M = 3.03, SD = 1.25) differed significantly on intention to
recommend, t(144) = 3.89, p = .000.
Table 34
ANOVA for Intentions by Past Experience
Past
N
Experience
Intention to
Yes
137
Recommend
No
9
Intention to Attend
Yes
137
the Game
No
9

M

SD

3.68
2.92
4.21
3.03

.99
1.05
.85
1.25

t

p

2.23

.027

3.89

.000

Differences across Type of Social Media
A one-way analysis of variance was conducted to test different motivation level across
the type of social media (see Table 35). There was a significant difference in information [F(3,
142) = 3.72, p = .013], socialization [F(3, 142) = 2.99, p = .033], pastime [F(3, 142) = 3.47, p
= .018], fanship [F(3, 142) = 4.81, p = .003], and technical knowledge [F(3, 142) = 3.04, p
= .031] across the type of social media.
The Levene test for the equality of variances among information motive of the
independent variable (type of social media) found that the variances were significantly different
(F = 3.23, p < .05), suggesting that an alternative post hoc test for pair-wise differences of means
should be used. Post-hoc tests of pair-wise mean differences using the Dunnett T3 statistic
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indicated that significant differences in information between Facebook (M = 3.26, SD = .87) and
Twitter (M = 4.01, SD = .76).
The Levene test for the equality of variances among socialization motive of the
independent variable (type of social media) found that the variances were not significantly
different (F = .66, p > .05). Post-hoc tests of pair-wise mean differences using the Scheffe
statistic indicated that no significant differences in socialization.
Table 35
ANOVA for Motives by Type of Social Media

Information

Diversion

Socialization

Pass-time

Fanship

Team
Support

Technical
Knowledge

Type
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)
Facebook (a)
Twitter (b)
YouTube (c)
Google Plus (d)

N
45
96
3
2
45
96
3
2
45
96
3
2
45
96
3
2
45
96
3
2
45
96
3
2
45
96
3
2

M
3.26
4.01
3.56
3.83
2.56
2.90
3.11
3.50
2.16
2.63
2.44
3.50
2.45
3.03
3.22
3.67
3.04
3.81
3.56
3.83
2.63
3.11
2.89
3.17
1.90
2.38
2.00
3.00

SD
.87
.76
1.64
.24
1.02
.93
2.01
.71
.91
1.03
1.35
.71
1.08
1.04
1.95
.47
1.23
1.04
2.22
1.18
.94
1.04
1.71
.24
.79
1.03
1.45
.00

F

p

Post Hoc

3.72

.013

a<b

1.67

.177

-

2.99

.033

-

3.47

.018

a<b

4.81

.003

a<b

2.28

.082

-

3.04

.031

a<b<d
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The Levene test for the equality of variances among pass-time motive of the independent
variable (type of social media) found that the variances were not significantly different (F = .1.70,
p > .05). Post-hoc tests of pair-wise mean differences using the Scheffe statistic indicated that
significant differences pass-time between Facebook (M = 2.45, SD = 1.08) and Twitter (M = 3.03,
SD = 1.04).
The Levene test for the equality of variances among fanship motive of the independent
variable (type of social media) found that the variances were significantly different (F = 3.82, p
< .05), suggesting that an alternative post hoc test for pair-wise differences of means should be
used. Post-hoc tests of pair-wise mean differences using the Dunnett T3 statistic indicated that
significant differences fanship between Facebook (M = 3.04, SD = 1.23) and Twitter (M = 3.81,
SD = 1.04).
The Levene test for the equality of variances among technical knowledge motive of the
independent variable (type of social media) found that the variances were significantly different
(F = 4.50, p < .05), suggesting that an alternative post hoc test for pair-wise differences of means
should be used. Post-hoc tests of pair-wise mean differences using the Dunnett T3 statistic
indicated that significant differences technical knowledge between Facebook (M = 1.90, SD
= .79) and Twitter (M = 2.38, SD = 1.03), Facebook (M = 1.90, SD = .79) and Google Plus (M =
3.00, SD = .00), and Twitter (M = 2.38, SD = 1.03) and Google Plus (M = 3.00, SD = .00).
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CHAPTER V
DISCCUSSION
The purpose of this study was to examine why students consume their school teams‟
social media and how it affects team identification and further intentions. Additionally, by
identifying the difference across demographic information, this dissertation tried to provide
fundamental data for marketer to segment their fans.
Stage One: Motivation for Subscribing to Social Media
The data analysis stage one focused on verifying the previously identified seven factors
for online consumption (e.g., Hur et al., 2007; Seo & Green, 2008) are compatible in social
media consumption specifically and examining the degree to which motives explain fans‟ social
media consumption.
A confirmatory factor analysis (CFA) verified seven motives for social media
consumption with acceptable model fit: the Standardized Root Mean Squared Residual (SRMR)
= .071; RMR = .097; the Root Mean Square Error of Approximation (RMSEA) = .092; the
Comparative Fit Index (CFI) = .907; [χ2 (63) = 373.564, p < .001] (See Chapter four for detail).
Therefore, motives that were developed from online consumption (e.g., Hur et al., 2007; Seo &
Green, 2008) are compatible in collegiate athletics social media consumption in particular. In
other words, fans use social media with similar motives to other online consumption such as
Website, blog, or message board.
The results of multiple regression indicated that five of seven motives including diversion
(β = .210, p < .01), socialization (β = .220, p < .001), fanship (β = .184, p < .05), team support (β
= .139, p <. 05), technical knowledge (β = .218, p < .001) significantly predicted social media
consumption. In addition, socialization greatly affects social media consumption (β = .220)
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followed by technical knowledge (β = .218), diversion (β = .210), fanship (β = .184) and team
support (β = .139).
However, two of seven motives, information (β = .100, p > .05) and pass-time (β = .075,
p > .05), were not significantly related to social media consumption. The result did not support
prior studies (Hardin et al., 2012; Witkemper et al., 2012).
Information
Information seeking has been one of the major motives for online consumption (Hur et al.,
2007; Seo & Green, 2008; Witkemper et al., 2012). Information motive is explained as “motive
to get large volume of sport information and to learn about things happening in the sport world”
(Seo & Green, 2008, p. 86). Terms such as information pursuit (Hardin et al., 2012) or
newsgroup (Frederick et al., 2012) can be though as similar terms to information based on its
definition.
In this dissertation, information did not have a significant relationship with social media
consumption indicating conflict result with prior studies of motives for online consumption
(Hardin et al., 2012; Witkemper et al., 2012). Hardin et al. (2012) analyzed 499 subscribers from
a network web-site (e.g., message boards) of media professionals and found a significant effect
of information pursue motives on media use mediating perceived value. This difference could be
drawn by different type of platform, message boards and social media. Especially, in Hardin et
al.‟s (2012) study focused on paid content site that is used by professionals with intended
purpose. On the other way, this dissertation concentrated on school teams‟ social media that is
for fans and non-paid content.
Witkemper et al. (2012) studied fan motives for following athletes on Twitter. They
found a significant relationship between information motive and Twitter consumption. In
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addition, they suggested that “consumers are utilizing Twitter more for information and
entertainment purposes” (p. 179). Since this dissertation did not focus on one specific social
media as Witkemper et al. (2012), the difference may be drawn by this point. It indicates the
possibility of that based on type of social media, fans may have different motives.
Diversion
Diversion is defined as “sport consumers‟ desire to escape day-to-day boredom and
stress, thus seeking pleasure, fun, or enjoyment via the Internet” (Hur et al., 2007, p. 525) or
“motive to enjoy sports and to have fun through use of teams‟ Web sites” (Seo & Green, 2008, p.
86) and many prior studies verified diversion in online consumption with similar terms such as
escape (Seo & Green, 2008) and entertainment (Seo & Green, 2008; Witkemper et al., 2012;
Cooper & Southall, 2010).
Diversion indicated a significant relationship with social media consumption (β = .210, p
<. 01) in this dissertation. However, Hardin et al.‟s (2012) study did not found a significant
relationship between diversion and media use. The difference is also based on different type of
media. As stated above in information motive, in Hardin et al.‟s (2012) study, main users of the
message board was professionals and the feature of message board focuses on the social
relationship or information sharing since it is paid network web-site rather than website for sport
fans in general. Thus, it seems that users from message board less focus on diversion, “seeking
pleasure, fun, or enjoyment via the Internet” (Hur et al., 2007, p. 525) than users from collegiate
athletics official social media.
Socialization
Socialization is defined as “sport consumers‟ desire to develop and maintain human
relationships through the Internet by sharing experience and knowledge with others who have
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similar interests” (Hur et al., 2007, p. 525). It is though as similar term to interactivity, “share
experience and knowledge with other message board users” (Hardin et al., 2012, p. 372). In this
dissertation, socialization significantly predicts social media consumption and Hardin et al.
(2012) also found significant relationship between interactivity and message board use.
Therefore, users from both message board and social media desire for two-way communication
rather than one-way communication that simply consumes what contents provider offers.
Pass-time
Pass-time is explained as “motive to spend free time and to pass the time away through
use of teams‟ Web sites” (Seo & Green, 2008, p. 86) or “consume Twitter in order to simply
pastime” (Witkemper et al., 2012, p. 173).
In this dissertation, pass-time was not significantly related to social media consumption
while Witkemper et al. (2012) found a significant relationship between pass-time and sports
Twitter consumption. The difference may come from the fact that Witkemper et al. (2012) asked
about athletes Twitter in general with questions such as “I follow athletes Twitter accounts
because it gives me something to do to occupy my time” (p. 175) or “I follow athlete Twitter
accounts because it passes the time away, particularly when I‟m bored” (p. 175) while this
dissertation asked about school teams social media specifically with questions such as “I use
Razorback athletics official social media because it gives me something to do to occupy my time”
or “I use Razorback athletics official social media because it passes the time away, particularly
when I‟m bored”. In addition, as Witkemper et al. (2012) noted:
The simplistic nature of Twitter could make it appealing for individuals to use their free
time to check in on their favorite athlete. Further, Twitter has the capability of sending a
follower an alert to the fact the athlete they follow has just tweeted. Being limited to 140
characters makes this medium a quick and easy way to stay informed about the people
any user is following.
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The unique feature of Twitter could drive more pass-time motive than other social media.
Fanship
Seo & Green (2008) stated fanship is “motive to show support for favorite team through
use of teams‟ Web sites” (Seo & Green, 2008, p. 86). Similarly, Cooper & Southall (2010)
explained fanship as “the degree to which one considers him / herself a fan would be a
motivating factor to use Twitter” (p. 173).
Witkemper et al. (2012) study supports the result of this dissertation that fanship
significantly affects social media consumption. In Witkemper et al. (2012) study of motives for
following athletes on Twitter, fanship was also significantly related to Twitter use. In addition,
fanship could be vitalized by interaction, similar terms to socialization in this dissertation,
between fans and athletes according to Witkemper et al. (2012):
Some teams have designated times when their athletes will be monitoring their social
media accounts to answer questions from fans. Not only does this provide consumers
entertainment, but it can also enhance their experience as a fan increasing their overall
fanship. (p. 180)
Therefore, motives for subscribing to teams social media are interrelated as the
relationship between fanship and interaction (interactivity) above. To maximize the effectiveness
of social media in marketing strategy, several different motives need to be applied jointly.
Team Support
Team support is defined as “motive to show support for favorite team through use of
teams‟ Web sites” (Seo & Green, 2008, p. 86) or “show support of a specific team” Hardin et
al.‟s (2012, p. 372). Hardin et al. (2012) found significant relationship between team support and
sport message board use. This result supports this dissertation. However, in Hardin et al.‟s (2012)
study, team support significantly predicted media use mediated by perceived value while this
dissertation indicated direct effect of team support on media consumption.
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Technical Knowledge
Technical knowledge was not included in prior studies of motives for social media
consumption (Witkemper et al., 2012; Frederick, Lim, Clavio, and Walsh, 2012). However, in
this dissertation, technical knowledge significantly predicted social media consumption. A result
of this dissertation indicates the importance of technical knowledge in fan motivation for
subscribing to social media since technical knowledge.
In stage one, this study verified motives that were previously used for message board or
website. Therefore, a result of stage one indicates that the motive for subscribing to school teams‟
social media is not greatly different from other online platforms (e.g, message board and
website).
Stage Two: The Effect of Social Media Consumption
The effect of Social Media Consumption on Team Identification
According to a result of simple regression, social media consumption significantly
predicted team identification, F(1, 144) = 61.35, p <. 001. This result supports prior studies
(Funk & James, 2001; Smith et al., 2012; Gau et al., 2009).
Funk and James (2001) suggested that team awareness could be the first step to
allegiance that is explained as “an individual has become a loyal (or committed) fan of the sport
or team” (p. 121). Since social media increases awareness (Shirky, 2011), it seems that fans‟
social media consumption of school teams could develop team identification.
Smith et al. (2012) suggested fans‟ Twitter use is related to team identification. In detail,
by analyzing fans‟ hashtag use during 2012 College World Series Final, they stated that
“hashtags can be seen as a way for fans to identify with teams” (p. 551) and fans hashtag use can
be associated with social-identity theory and team identification. In spite of that this dissertation

67
found the significant relationship between team identification and social media consumption and
supports Smith et al.‟s (2012) , this dissertation did not focus on specific social media (e.g.,
Twitter) while Smith et al.‟s (2012) concentrated on Twitter in particular. Therefore, further
research is needed to identify if there is difference across type of social media in the relationship
between team identification and social media consumption.
Gau et al. (2009) suggested that level of identification is related to media consumption.
According to Gau et al. (2009), high level of team identification group showed higher levels of
media consumption (e.g., television, the print, and the website) compared to low level of team
identification group. A result of this dissertation supports Gau et al.‟s (2009) study and provides
the evidence of relationship between team identification and online social media consumption
specifically.
The Effect of Team Identification on Intentions
Both the linear relationship between team identification and intention to recommend and
the linear relationship between team identification and intention to attend the game were
statistically significant, [F(1, 144) = 120.24, p <.001; F(1, 144) = 210.00, p <.001]. This result
supports Gray and Wert‐Gray‟s (2012), Kwon et al.‟s (2007), and Smith et al.‟s (2012) study.
According to Gray and Wert‐Gray‟s (2012) study, team identification had a direct effect
on intentions including in-person attendance intention, media-based attendance intention,
purchase of team merchandise intention, and word-of-mouth communication intention. Although
they “examines self-identified fans of many college and professional teams” (p. 277) and this
dissertation asked school teams specifically, results were same and this dissertation supports
Gray and Wert‐Gray‟s (2012) study.
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On the other hand, Kwon et al. (2007) found the indirect effect of team identification on
intention to purchase team-licensed product mediated by perceived value. However, they did not
found direct effect of team identification on intention to purchase team-licensed product. Since
this dissertation did not include intention to purchase team-licensed product, further research is
needed to include more diverse intentions to understand the effect of team identification on
intentions fully.
The Mediating Effect of Team Identification
This dissertation found the mediating effect of team identification on the relationship
between social media consumption and intentions based on a four step approach (see Table 13
and 14; Baron & Kenny, 1986). This result provides a theoretical framework that links prior
studies of the relationship between media consumption and team identification (Funk & James,
2001; Smith et al., 2012; Gau et al., 2009) and team identification and intentions (Gray & Wert‐
Gray, 2012; Kwon et al., 2007; Smith et al., 2012). This data will expand the use of social media
in marketing and research field upon prior studies of social media and team identification in
sport. The most important contribution of this study was to provide the evidence that social
media can reach the intention with team identification and social media can be used not only for
information distribution but also for driving more revenue by stimulating fans‟ intentions and
actual purchase ultimately.
Stage Three: The Differences across the Demographic Information
An independent t-test was conducted to identify gender difference. A result showed that
there is no significant difference across the gender in motivation, social media consumption,
team identification, intention to recommend, and intention to attend the game.
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Robinson and Trail (2005) examined a total of 669 spectators from three intercollegiate
sports and found significantly different motives by gender. Therefore, this dissertation indicates
that there is different motives and gender effect between spectator motives and online
consumption motives.
Fink, Trail, and Anderson (2002) suggested that there is difference across the gender in
media consumption. Male more uses the print media to obtain information about team than
female. In this sense, they suggested that “in order to capture and retain the female fan, other
forms of communication must be considered” (p. 17). Social media could be one of other forms
of communication for female. Nevertheless, there was no significant difference across the gender
in social media consumption.
A one-way ANOVA was conducted to compare different age group. A result indicated
there is no difference across the age in motivation, social media consumption, team identification,
intention to recommend, and intention to attend the game. This result did not support prior study
(Cooper & Southall, 2010).
Cooper and Southall (2010) found that “younger (e.g., 18–24 years) online consumers
had a significantly stronger preference toward the individual-matchup and learning-opportunity
motives than older (e.g., over 35 years) consumers” (p. 6) by analyzing 451 users from two
national wrestling message boards. Nonetheless, in this dissertation, there was no difference in
motives for subscribing to teams‟ social media by age. It suggests that users of message boards
and social media possibly have different characteristics. However, in this dissertation, the fact
that a sample was only undergraduate students and 90.4% of them age ranged from 19 to 22
could draw limited result since Cooper and Southall‟s (2010) study had a wider range of age in a
sample.
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A one-way ANOVA was conducted to compare motives for subscribing to social media
in school year. Although there was no significant difference in team identification by school year,
freshmen indicated lowest team identification (M = 3.25, SD = 1.08) and junior indicated highest
level of team identification (M = 4.01, SD = .76). This result can be interpreted that freshmen,
the first year of school, could not have enough time to be identified with school teams while
junior has been identified with teams through freshmen and sophomore. Though, senior showed
lower level of team identification (M = 3.71, SD = 1.01) than junior. It seems senior more focus
on preparation for graduation and searching for the job than following school teams. However,
since a sample number of freshmen were only 4, there could be limited result.
Similar patterns were observed in motives for subscribing to social media, social media
consumption, and intentions. There was a significant difference in fanship of motivation across
the school year. In detail, freshmen indicated lowest fanship motive (M = 2.50, SD = 1.75) and
Junior indicated highest fanship motive (M = 3.86, SD = .93).
Freshmen showed lowest social media consumption (M = 1.84, SD = .84) and junior
indicated highest social media consumption (M = 3.04, SD = .77).
Freshmen also showed lowest intention to recommend (M = 3.38, SD = .75) and intention
to attend the game (M = 3.56, SD = 1.23) and junior indicated highest intention to recommend
(M = 3.83, SD = .81) and intention to attend the game (M = 4.26, SD = .78). Therefore, fan
segmentation though the school year needs to be applied and further research is also required.
An independent t-test was conducted to compare team identification in past experience of
attending the game or not. Students with a past experience of attending the game (M = 3.94, SD
= .83) and students without a past experience of attending the game (M = 3.68, SD = .97)
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differed significantly on team identification. This result supports Wann and Branscombe‟s (1990)
study indicating that a level of identification is related to attendance in a sport event.
Furthermore, students with a past experience of attending the game indicated
significantly higher level of fanship motive (M = 3.64, SD = 1.13) than students without a past
experience of attending the game (M = 2.37, SD = 1.16). This result can also be explained by
different level of team identification. Since fanship is defined as “motive to show support for
favorite team through use of teams‟ Web sites” (Seo & Green, 2008, p. 86), it falls in line with
the concept of team identification.
Students with a past experience of attending the game indicated significantly higher level
of intention to attend the game and intention to recommend than students without a past
experience of attending the game. This result can be explained by the different level of team
identification since prior study indicated that team identification affects intentions (Gray & Wert‐
Gray, 2012; Kwon et al., 2007; Smith et al., 2012) and students with a past experience of
attending the game indicated significantly higher level of team identification than students
without a past experience of attending the game in this dissertation as well.
Implications of the Study
Several implications should emerge from this dissertation. The athletic department could
reflect specifically what fans want to see and read on social media, which can draw more fans to
social media and increase the team awareness.
In detail, the result of this dissertation indicated that socialization (β = .220) has a greatest
influence on social media consumption followed by technical knowledge (β = .218) and
diversion (β = .210). Since socialization focuses on “sport consumers‟ desire to develop and
maintain human relationships through the Internet by sharing experience and knowledge with
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others who have similar interests” (Hur et al., 2007, p. 525), markers need to vitalize fans‟
participation in posting, sharing opinion and User Generated Content (UGC) through diverse
promotional events. In addition, marketers need to support fans‟ community activity on social
media to encourage interaction between fans and athletes.
Secondly, by identifying the effect of subscribing to social media on team identification
and further behavioral intentions, marketers can establish more effective and practical marketing
strategy that can use social media not only for the information distribution but also generating
more revenue by affecting future intentions.
Team identification is one of the important factors that affect consumer behavior (Sutton
et al., 1997; Hunt et al., 1999; Wann, Melnick, Russell, and Pease, 2001; Bodet & Bernache‐
Assollant, 2011; Kwon & Armstrong, 2002). This dissertation identified that team identification
can be developed not only by in-person attendance in the game (See Wann & Branscombe, 1990)
but also by social media consumption. Furthermore, social media consumption affects intentions
mediated by team identification. It is valuable data for establishing effective marketing strategy
to drive potential customers that do not have past experience of attending the game through
social media.
Since 75 percent of adults use social media (Brenner & Smith, 2013) and it is available
on several different devices including desktop, smartphone, and tablet PC, marketers can access
to fans easily and quickly. Moreover, only using social media can increase the revenue by
attracting more spectators to the stadium with increased team identification. This dissertation
suggests the new way of using social media to increase team identification, further intentions,
and make people to purchase ticket ultimately.
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Third, this dissertation provides fundamental data for fan segmentation. For example,
freshmen indicated lowest level of social media consumption, team identification, intention to
recommend, and intention to attend the game while junior indicated higher level of social media
consumption, team identification, intention to recommend, and intention to recommend.
Therefore, marketers could have promotional events for freshmen specifically to increase their
social media consumption since it is related to team identification and intentions as a result of
this dissertation suggests.
Recommendations for Future Research
This dissertation verified seven motives. However, these motives were developed from
prior studies that did not focus on social media specifically (Hur, Ko, & Valacich, 2007; Seo &
Green, 2008). Based on the unique feature of social media (Crawford, 2009; Hanna et al., 2011;
Shirky, 2011) compared to Website, there could be more and unique motives for subscribing to
social media. Therefore, future study needs to include more motives or find new motives for
social media consumption by developing a scale.
This dissertation found the mediation effect of team identification on the relationship
between social media consumption and intentions. A sample of this dissertation was only
undergraduate students and they were asked about school teams‟ social media in particular. Thus,
future study needs to examine professional sport teams‟ social media and fans if it indicates
similar result to this study.
Further research on social media in sport needs to examine more diverse social media
such as Instagram and Pinterest since this study only included four of them (e.g., Facebook,
Twitter, YouTube, and Google Plus) and each social media possibly has different and unique
interface and function.
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In terms of analysis of demographic information, although this study found a significant
difference in motives and social media consumption across the school year, number of sample
was too small for freshmen (N = 4). Therefore, to identify the difference by school year and
demographic information more accurately, future research needs to analyze it with large sample
number.
Conclusion
The purpose of this study was to (a) identify the motivational factor for subscribing to
collegiate athletics‟ social media (b) analyze the effect of subscribing to collegiate athletics‟
online social media on team identification (c) analyze the effect of subscribing to collegiate
athletics‟ online social media on behavior intentions mediated by team identification. The study
also examined the difference across demographic information which can be used for fan
segmentation. This study verified seven motives for subscribing to school teams‟ social media
including information, diversion, socialization, pass-time, fanship, team support, technical
knowledge. In addition, this study revealed direct effect of social media consumption on team
identification and the mediating effect of team identification on the relationship between social
media consumption and intentions. These results expand the growing literature on social media
in sport and offer practical data for marketers to use social media more effectively.
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COLLEGIATE ATHLETICS SOCIAL MEDIA QUESTIONNAIRE
*Through the survey, the term “official social media” denotes the any types of collegiate
athletics‟ official online social media (e.g. Facebook, Twitter, Google+, and YouTube). This
does not include the official website.
* Through the survey, the term Razorbacks denotes the any types of collegiate athletics at the
University of Arkansas (e.g. Football, Basketball, Swimming, and etc.).
* 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
Information
I learn about things happening inside Razorback athletics
using the official social media

1

2

3

4

5

Razorback athletics-related information obtained from the
official social media is useful.

1

2

3

4

5

I can get the information about Razorback athletics such as
team performance, player profiles, and game schedule
through the official social media.

1

2

3

4

5

Using Razorback athletics official social media excites me.

1

2

3

4

5

Using Razorback athletics social media arouses my
emotions and feelings.

1

2

3

4

5

Using Razorback athletics social media provides an outlet
for me to escape my daily routine.

1

2

3

4

5

I like to exchange the message with people about
Razorback athletics through the official social media

1

2

3

4

5

I like to share my opinions about Razorback athletics and
players through the official social media.

1

2

3

4

5

I enjoy debating Razorback athletics-related issues on the
official social media.

1

2

3

4

5

Diversion

Socialization
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Pass-time
I use Razorback athletics official social media because it
gives me something to do to occupy my time.

1

2

3

4

5

I use Razorback athletics official social media because it
passes the time away, particularly when I‟m bored.

1

2

3

4

5

I use Razorback athletics social media during my free time.

1

2

3

4

5

One of the main reasons I use Razorback athletics social
media is that I consider myself a fan of the team.

1

2

3

4

5

One of the main reasons I use Razorback athletics social
media is that I am a huge fan of the sport in general.

1

2

3

4

5

One of the main reasons I use Razorback athletics social
media is that I consider myself to be a big fan of collegiate
athletics of my school.

1

2

3

4

5

One of the main reasons I use Razorback athletics social
media is because of a particular athlete I am interested in
following.

1

2

3

4

5

I use Razorback athletics social media because I believe it
is important to support my favorite athlete.

1

2

3

4

5

Using Razorback athletics social media demonstrates my
support for the Razorbacks in general.

1

2

3

4

5

I use Razorback athletics social media because I want to
know the technical aspects of the sport.

1

2

3

4

5

I use Razorback athletics social media because I want to
know the rules of the sport.

1

2

3

4

5

I use Razorback athletics social media because I want to
know the sport strategy.

1

2

3

4

5

Fanship

Team support

Technical knowledge

Social Media Usage
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I enjoy visiting Razorback athletics social media

1

2

3

4

5

I enjoy viewing pictures or videos on Razorback athletics
social media

1

2

3

4

5

I enjoy reading messages, comments, or articles on
Razorback athletics social media

1

2

3

4

5

I enjoy posting a message or comment on Razorback
athletics social media

1

2

3

4

5

I enjoy replying to a post from Razorback athletics social
media

1

2

3

4

5

Razorback athletics wins are very important to me

1

2

3

4

5

My friends see me as a fan of Razorback athletics

1

2

3

4

5

I closely follow Razorback athletics via in person, media,
and internet

1

2

3

4

5

Being a fan of Razorback athletics is very important to me

1

2

3

4

5

I dislike Razorback athletics greatest rivals

1

2

3

4

5

I usually display Razorback athletics name or insignia at
my place of work, where I live, or on my clothing

1

2

3

4

5

I will attend the home games of Razorback athletics this
season

1

2

3

4

5

I plan to attend the home games of Razorback athletics this
season

1

2

3

4

5

I will tell other people about how good Razorback athletics
is

1

2

3

4

5

I will encourage my friends and relatives to buy Razorback
athletics product(s)

1

2

3

4

5

I recommend watching Razorback athletics games for
colleagues, relatives and friends.

1

2

3

4

5

Team Identification

Intention to recommend
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I do have an intention to inform other people for the good
impression on Razorback athletics.

1

2

3

4

5

Intention to attend the game

1

2

3

4

5

I plan to attend Razorback athletics games this year.

1

2

3

4

5

I will attend at least one Razorback athletics games this
year.

1

2

3

4

5

I will attend the home games of Razorback athletics this
year.

1

2

3

4

5

I will watch Razorback athletics games on television,
internet or listen to them on the radio this season.

1

2

3

4

5

DEMOGRAPHIC INFORMATION
1. Sex: a. Man b. Woman
2. Age:
3. School Year (circle one):
a. Freshman b. Sophomore c. Junior d. Senior
4. Where are you from: State_____________________
5. Which one is your favorite the school teams‟ social media? (Check most applicable one)
a. Official Facebook b. Official Twitter c. Official YouTube d. Official Google+
6. Which school teams‟ social media have you visited? (Check all that apply)
a. Official Facebook b. Official Twitter c. Official YouTube d. Official Google+
7. How often do you visit the school teams‟ social media?
About_______________________ times a week.
ATTENDANCE INFORMATION
How many total times, by number, have you attended Razorback athletics games this year?
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Title of the research: Analyzing motives for subscribing to collegiate athletics’ social media
Consent to Participate in a Research Study
Principal Researcher: Jae-ahm Park
Faculty Advisor: Dr. Stephen W. Dittmore

INVITATION TO PARTICIPATE
The purpose of this study is to identify fan motivation for subscribing to collegiate athletics‟
social media and the influence of online media consumption on the team identification and future
intentions such as word of mouth and intention to attend the game.
Undergraduate students are invited to participate in this study. Your participation will require
reading and completing an online survey. It should take less than 10 minutes to complete. If you
do not want to be in this study, you may refuse to participate. Also, you may refuse to participate
at any time during the study. Your job, your grade, your relationship with the University, etc.
will not be affected in any way if you refuse to participate.
There is no anticipated risk to participating and all information will be kept confidential to the
extent allowed by applicable State and Federal law. At the conclusion of the study you will have
the right to request feedback about the results and you have the right to contact the principal
researcher as listed below for any concerns that you may have.
You may contact the principal researcher, Jae-Ahm Park (jxp064@uark.edu). You may also
contact the University of Arkansas Research Compliance office listed below if you have
questions about your rights as a participant, or to discuss any concerns about, or problems with
the research.
Ro Windwalker, CIP
Institutional Review Board Coordinator
Research Compliance
University of Arkansas
210 Administration
Fayetteville, AR 72701-1201
479-575-2208
irb@uark.edu
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